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Se | 


C. E. BICKFORD AND Co. COFFEE BROKERS and AGENTS 


NEW YORK, 120 WALL STREET SINCE 1886 427 GRAVIER STREET, NEW ORLEANS 


Now Juan Valdez goes on TV in 10 major U. S. markets. 


Say Li? 


Philadelphia, Detroit, Boston, Washington, and Cleveland. 





GOOBAYEAR 

~ ee il 
Your product 

stars * in films 


by Goodyear 


Qn INNER BAG 


Chase & 
anborn 


e333 


Bean-fresh and bargain-priced 


in the new 


PLIOFILM 


LINED BAG 


PLIOFILM provides a positive welded seal, yet allows 
CO2 to escape and minimizes the entry of flavor- 
stealing oxygen far more effectively than any other 
film...and at a surprisingly low cost. That's why Chase 
& Sanborn, like many other coffee roasters, chooses 
a Puiorito liner to protect its coffee. The PLIOFILM lined 
package helps eliminate the inconvenience of in- 
store grinding. It prevents waste...ends grinder 
maintenance cost...gives you more selling space. 


For further information, write Goodyear, Packaging 
Films Dept. C-6433, Akron 16, Ohio. 


“GOODSYEA 


Pliofiim, a rubber hydrochloride—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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BURNS 


coffee plant automation systems 
reduce costs . . . improve quality control 


CASE 221 — ROASTING AND COOLING 


Type of Process: 


Multi-story, multi-batch roasting, multi-blend 


Problem: 


To add to three existing batteries, of three batch roasters and coolers 
each, an automatic system for feeding, roasting, cooling and delivery 
to stoners—in order to reduce operating costs and improve quality 
control 


Solution: 


Installation of a master panel for each battery, with control com 
ponents actuating gates, valves, timers, etc., in proper sequence to 
achieve these functions automatically 


Operation: 


After making sure that an adequate supply of blended green coffec 
s available and that certain equipment has been set in ‘start’ posi 
tion, the operator switches each roaster onto automatic operation in 
sequence at timed intervals. Master panel then takes over, and until! 
operator turns off the system each step in the normal batch roasting 
and cooling cycle is performed automatically. In addition to com 
plete automation of the battery, safeguards are built into the system 
It is also possible to cut any roaster out of the system, for cleaning 
or maintenance, without resetting automatic control components 


NEW YORK 


Today, automation is the one best 
way for coffee plants to improve 
quality control and increase profit 
margins in the face of rising costs. 
Whether it is achieved step by step 
in existing plants or applied to an 
entire new coffee plant—automation 
increases the value of your invest- 
ment. Burns engineers can tell you 
where—-and how much—automation 
makes business sense in your specific 
operations. Since you incur no obli- 
gation, why delay? Investigate Burns 


coffee plant automation systems now. 


CHICAGO IN SAN FRANCISCO 


JABEZ AND SONS, INC. 
IN CHICAGO 
B. F. Gump Co. DALLAS SAN FRANCISCO Tempo-Vane Mfg. Co. 


1325 S. Cicero Avenue ENGINEERS 


Chicago 50, Illinois 
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Subscriptions $5.00 5 el per copy, March 1961, Vol. 84, No. 3. Second Class Peetige paid at New York, N. Y. 





“THE PIONEER PUBLICATION IN THE COFFEE, TEA AND SPICE FIELD" 


MARCH, 1961 VOL. 84, NO. 3 


THE EDITOR'S PAGE: 
"Wooing the Bumper Crop" 


MERCHANDISING: 


“advertising takes on a new look" 


SURVEY PROCEDURE: 


“taste preference survey techniques’ 


PACKAGING: 


"a new gastight coffee carton from Sweden" 


BARRISTER'S BREW: 
"Coffee and Tea Industries’ Legal Feature’ 


VIGNETTE: 
“the development of Instant Coffee" 


TEA PICKINGS: 


"a review of recent notes of interest to the tea trade" 


BOCA-RATON — 1961: 


"notes on the NCA's Golden Anniversary convention" 


COFFEEMAN'S BALANCE SHEET: 


"a review of recent notes of interest to the coffee trade” 


INCENTIVE MERCHANDISING: 


"seasonal trends in premium use" 


SHIP SAILINGS: 


"a summary of inward bound schedules on tea and coffee berths 


NEWS FROM KEY CITIES: 


“trade doings around the country” 


STAFF: 


Publisher, E. F. Simmons; Execu- 
tive Editor, John J. Decker; Ad- 
vertising Manager, Robert L. 
Eppelein; Business Manager, E. 
Redmond; Circulation Manager, 
M. Aldas. 


AREA REPRESENTATIVES: 
— Samuel B. Wade; New 


Southeastern 

731 Dumaine St.; West Coast — Warren Kludt, 301 Second St., San Francisco 7; 
Midwest — Robert J. Scott, 4149 W. Barry St., Chicago 41; Mexico City — Douglas 
Grahme, Apartado 269; Rio de Janeiro — A. Sampaio Filho, Rua Quitando 91: 
Santos — Tullio Catunda, Praca Maua, 20-s/217; Pakistan — Knalid Askary, 
Razzagzakaria Bidg., Burns Road, Karachi. 


SUBSCRIPTION popped 
Published monthly. 


$5.00 $5.50, Canada; $6.00, Geveiep 
Copyright ir by — = Bh Mill Publishing Co., Inc., 106 Water Street, New 
York 5, Hitehall 4-8733. 


84th Year 


Crieans — W. McKennon, 


MARCH, 1961 





CECILWARE 
coffee 
carriers 


2 gallon 
3 gallon 
5 gallon 
10 gallon 


Full 44%4” 
clearance 
for cups 





? 


Hil. liiem lia 


Brew coffee in these gigantic urns. 
Serve it piping hot in Cecilware 
carriers with special multicellular 
insulation that has 40% more heat 
retention. 

For more information, see your local 
supplier and write for our new 
Golden Anniversary Catalog No. 50. 


CECILWARE-COMMODORE 
43-05 20th Avenue, Long Isiand City 5, N.Y. 
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Wooing the bumper crop... 


“Education is what a man gets when he talks 
to a group of teen-agers.” Thus reads one of the 


friendly sayings on a typical example of Salada’s 
tea tags. 

We thought that here, certainly, was a well con- 
ceived bit of advice. So, prodding our winter- 
worn editor’s bones into action we interviewed our 
own, and our neighbor's offspring on a subject 
which had been in our mind for a considerable 
period of time. 

“What,” we asked, “about the coming hot 
weather doldrums, and the cooling drinks that will 
be necessary to your well being during this season. 
Are iced tea, and coffee, part of your thinking?” 

“How,” we continued, “would you think an 
advertising campaign should be conducted in order 
to properly acquaint the teen-ager with the idea 
of iced tea or coffee as an alternative to soft drinks 
during the summer season?” 

First,” suggested one demure high school miss, 
“why haven't they done anything to acquaint the 
youth market with the idea that tea is calorie-free?”’ 
We hastened to point out that the same holds 
true of coffee. 


Certainly this approach has validity as a battle 
flag to wave in the face of our competition in the 
soft drink industry. As our correspondent pointed 
out, “no one is more conscious of her figure than 
the teen-age girl.” 

“Second,” our own teen-ager queried, “what 
about the complexion angle? There's not a girl 
in my crowd who has not faced this problem at 
one time or another. Are tea and coffee not better 


in this area than a ‘‘coke’’ would be?”’ We said we 


thought this was the case. 


What better way of selling our dual commodity 
to the teen market than to suggest in our advertis- 
ing that it is not only good for them, but that it is 
delicious iced, using a synhetic sweetener. If we 
are to sell the teen-market at all it is apparent that 
we must talk to it in its own language, come to 
grips with it in areas which are forgotten to the 
adult mind. Only by so doing will we overtake 
the mileage and years of promotional dollars which 
have made this newly-minted consumer important 
to the soft drink industry. 


One young man thought that tea and coffee 
advertising to the youth market might be done in 
the manner of Coca-Cola’s traditional summer ad- 
vertising. ‘‘Picture,” he said, “a back-yard get- 
together with a pitcher of iced tea prominently dis- 
played. Do the same sort of thing with a beach- 
party shot,” he mused appreciatively. 


Last month, the Pan American Coffee Bureau 
launched the first major attempt to woo the youth 
market. Suggested Bureau manager, Charles G. 
Lindsey, ‘‘persuading the teen-ager to go for coffee 
is the first attempt to create an awareness of coffee 
in this market that will pay future dividends to the 
industry.” 

A suggestion to which we subscribe heartily 
with the added thought that there be fewer words 
on how much we need this youth market, and more 
action on the part of individual companies to talk 
to tomorrow's consuming public in their own 
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That just-ground aroma brings her back for more! 


... and coffee bags lined with new “K” cellophane seal it in best! Aroma and flavor are the big things in 
coffee today! That’s what sells and re-sells bagged coffee. Make sure your customers get all this goodness by pack- 


ing your coffee in bags lined with Du Pont “K” ceilophane. They lock in all the 

natural fragrance of really fresh coffee . . . protect its flavor ...give extra shelf life. GU POND 
Talk over new “K”’ cellophane with your bag supplier. For his name write: “<onmron 

E. I. du Pont de Nemours & Co. (Inc.), Film Dept. CT-I, Wilmington 98, Del. === ey ance 
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With summer close upon the market, March ad- A GOOD. CUP OF COFFEE 


vertising reflected the positive approach as .. - 


‘What is » good cup of valtee? the the Srettert chat i meet ‘the goed. oleh geomet 
ote « te on 
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fone che me wa 


coffee and tea packers. 

tempt the nation’s con- a ee 
e saan « Leable Sibel Hla 

sumers with new sales at ie 


‘ 


INSTANT OR GROUND” 


‘“ 


techniques _ HILLS BROS” 


“We won't kid you!” We won't kid you! 

In these days of overly strident advertising superlatives Cs ey A 
the approach was new. And, it placed squarely in the lap 
of the consumer a decision to be arrived at in short order. 

Already simmering with new products, the coffee market 
this month saw the inception of many new, and offbeat 
advertising campaigns. None was more unusual than that 
of Chock Full O'’Nuts. 

The right-to-the-point approach was taken as the com- 
pany’s new instant product was introduced to the New 
York metropolitan market. Offbeat in tenor, the message 
reflected some of the marked candor of president William 
Black. 

In full page, two color advertisements Chock’s message 
to New Yorkers stated: 

“Here's the simple truth about new, instant Chock Full 
O'Nuts Coffee. It is not as good as our regular coffee, 
even though it is made of the world’s finest, most expensive 
coffee beans. 

“However,” the message continued, “if you don’t have 
time, this is the closest you can come to freshly-brewed 
Chock Full O’Nuts Coffee. The most advanced scientific 
methods are used to achieve real coffee flavor and aroma. 
Try it! You won't be sorry!” 

While New Yorkers were reflecting on this message, giant 
General Foods unleashed a $2-million promotional cam- 
paign to introduce a new blend, and a new package, for 
its Instant Sanka. On heavier than usual newsprint, and 
in what were described as hi-fi color newspaper ads, the 
company told its sales story. Copy pointed out, “a whole 
new blend of the world’s finest coffees carefully blended 
and aroma roasted so the full flavor and fragrance of coffee 
lives inside each jar! All new Sanka, the coffee for people 
who love good coffee and plenty of it.” 

Western based Hills Brothers embarked on a simpler 
approach for their most recent message: Says the text of 
a recent advertisement: 

“What is a good cup of coffee? We believe that it is a 

(Continued on page 10) 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand, Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
fiavor and aroma, The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 
heartier coffee 
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BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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good deal more than something hot to drink. It is courage 

| in the morning. Refreshment at noon. Congeniality with 

f | friends along the way. And restoration when the day has 
agen S | ended. It cheers the gloomy, wakes the sleepy, and soothes 
| the tired. It is drink for the body, food for the spirit, too. 

And, when you drink Hills Brothers coffee, you can be sure 


e 
and unporters that all the goodnesses are there in overflowing measure. 


For 82 years, three generations of the Hill’s family have 


f devoted their efforts to providing you with coffee that is 
Hlé | delicious, deeply satisfying and always uniform in quality.” 
of CO €, cocoa | Nash's Coffee rm of St. Paul, Minn., this month 
| ran what is claimed to be the first four color coffee ad- 

and SU Ar | vertisement to appear in a newspaper with a coffee scented 
4 wie che: | ink, The advertising appeared for the company’s “Cap- 

| tains Fancy Brown” blend in the Minneapolis “Star-Trib- 

| une”, Ink utilized in the advertisement is an exclusive 


| printing compound developed by the Fragrance Process 
| Company of New York. 


OFFICES AND PRINCIPALS | The copy used in the advertisement is out of the ordi- 
IN ALL PRODUCING COUNTRIES | mary, too. Headed, “The Birth of Fancy Brown’, the 


| advertisement's wording goes on in the following manner. 
| “Back in the 17th Century, when coffee was brought to 
| America in sailing vessels, the cargo was at sea for three 
ot four months. The masters of these brigantines discov- 
ered that when their hatches were kept battened-down 
from Padang to New York—the coffee broiled and steam- 
ed, transforming the prosaic green beans to rich brown 
nuggets of delightful fragrance. 

“Captain's Coffee has continued to pay a fancy price 
for “fancy brown”. Then from these beans of darker hue 
and richer flavor—along with the costliest natura! coffees 
of Central America—we blend a special coffee that is 
heavily bodied and winey to the taste. Originally created 
exclusively for finer hotels and restaurants, Captain's 
Coffee is now available to discriminating coffee drinkers 
and smart hostesses for use in their own homes.” 

As coffee simmered in the advertising pages of the 
country, teamen were also getting in their licks. Thomas 
J. Lipton, in a campaign obviously aimed at garnering a 
larger share of the lucrative New England market, em- 
barked on a campaign featuring interesting people from 
the region, and their careers. Among the New Englanders 
headlined in newspapers and television who were named 
as having switched to the Lipton brand were the following: 
Captain Al Avellar, of Provencetown, Mass., descendent 
of a long line of seafarers and skipper of two large sailing 
boats; Mrs. Denny Martin, dealer in early American 
antiques, of Woodstock, Vt.; Bob Cleary, Olympic ice 
hockey champion of Westwood, Mass.; and Mrs, E. P. 
Rooney, famed horsewoman from Middletown, Rhode 
Island. All declared that, “I'd sooner drink Lipton, it has 
more tea taste.” 

Salada meantime switched from the soft sell, to a strictly 
FARR. WHITLOCK & C0. competitive campaign. The new campaign, scheduled for 
newspapers only, called attention to the fact that “tea leaves, 
NEW YORK 5, N.Y. not tea dust’ are used in the product. One such ad, pic- 
© Cable: FAR! tured with this article, is headlined, “Don’t expect owr 
tea to darken fast.’" Copy goes on to say, ‘Sure, tea dust 
gives you hurry-up color (water works fast on those 
powdered tea particles). But tea dust just can’t give you 
the great faste of tea.” 


120 WALL STREET 


Members: f 
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skilled hand 
brings out 
the best 
in tea 


it has been our aim for over twenty years to bring you the finest in tea bag paper. 


Ask Aldine... 


ALDINE PAPER CO., INC. 


Distributor 
535 Fifth Ave., New York 17, N.Y. 


pois 
C. H. DEXTER & SONS, INC. 
MBbeghimegeotade 
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@ SURVEY PROCEDURE 


In June, 1960 Coffee and Tea Industries ran the 
first in a continuing series of articles on taste 
preference survey techniques. The second feature 


in this series appears below . . . 


taste preference 





The coffee roaster should market test a new brand if 
consumer taste preference tests establish it as good as or 
better than other high volume brands. To go beyond 
a market or regional test in an attempt to achieve na- 
tional distribution before the brand has had a chance to 
prove itself is to take a great risk. The roaster must 
also be careful once a sales test has been initiated to 
properly interpret the sales data. It is quite easy to draw 
the wrong conclusions from factory shipment data if 
that is the only source of information being used. 

Currently, two procedures are being employed to test 
new food and beverage items. For coffee roasters the 
merits and shortcomings of each method will be outlined 
in detail. One system is to select a pair of test markets 
and a pair of control markets. The new coffee brand 
is distributed and advertised in the test markets. Food 
store audits check on the consumer movement of this 
item as well as that of the roaster's remaining line and chief 
competitive brands. No distribution or advertising of 
the new coffee is done in the control markets. Food store 
audits of the other items in the roaster’s line and com- 
petitive brands are conducted in the control markets in 
the same manner. 

Store audits should be made a few months in advance 
of the new brand's introduction. These audits are neces- 
sary in all test and control markets, Such a procedure 
will assure enough back data for a pre-test and test analy- 
sis of brand share information. 

If the coffee being test marketed is an instant, store 
audits should provide a check on the roaster’s regular 
coffee under the same brand name. This procedure will 
show the effect that the instant has on the regular brand. 
This relationship should hold true if distribution is later 
expanded to other markets. 

The roaster should not look to sales performance in 
individual markets. If this is done, abnormal develop- 
ment in a market will distort an analysis of brand shares. 
In effect a study of markets in pairs acts as a hedge 
against such an occurrence. 

Markets chosen for the test should be distant from 
one another. This will eliminate the effect of adverse 
regional happenings and will make the coffee sales test 
more representative. Medium size markets are preferable 
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survey techniques 


to large and small markets because they give more typical 
distribution and advertising performance. The roaster should 
pick markets that are comparable in the type and level of 
distribution that its regular and competitive brands have 
obtained. Thus, the representation between wholesaler 
serviced and chain stores will be roughly the same in 
both test and control markets. 

Due to the length between factory sales and retail 
movement the roaster will have little idea about ware- 
house inventories in the field unless store audits are high- 
ly representative. For this reason the roaster should view 
with upmost caution preliminary factory shipment data. 
At least six months will have elapsed before any kind 
of assurance can be placed in factory movement figures. 
Other coffees in the line should also be watched at the 
factory level to assure some type of control or benchmark 
information from which a proper analysis can be made. 
It may be a wise procedure to also check factory ship- 
ments of other coffees in the line for the comparable 
period of the previous year. This may give more per- 
spective to sales volume in the minimum six months test 
period, 

Promotions of a price off, display allowance, etc. type 
should be considered in analyzing year ago data of the 
regular coffee line as contrasted to test period activity. 
Seasonal influences must also be evaluated as the sales 
test moves through the year. Of course, this seasonal 
factor should not have a great effect on brand shares 
outside of the test promotion. 

Advertising and distribution coverage of the new coffee 
brand will not approximate one another geographically. 
It is to be expected that chains and wholesalers will ship 
the test brand beyond the defined test markets, but within 
their own distributing areas. For this reason allowance 
must be made for factory sales beyond the area affected 
by advertising coverage. 

The second approach to the conduct of a new coffee 
brand sales test will now be described. In effect this 
system encompasses a whole U. S. Bureau of the Census 
region or Nielsen region. The reason for its increasing 
popularity among marketing men is that it approximates 
the type of situation the roaster will find at the national 
sales level. To illustrate this discussion a brief descrip- 
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tion of how the Nielsen marketing service classifies mar- | 


kets by population size is shown below: 


A Markets—large metropolitan cities 
B Markets—medium size cities 

C Markets—large towns 

D Areas—rural counties 


When a coffee roaster test markets a new brand on a 
regional basis each of the above types of population areas 
will be represented. This is in contrast to a sales test 
in a paired market framework. These markets will usual- 
ly be all B markets. For control purposes the coffee 
roaster can match the test region with another region of 
lixe characteristics. 

The test region procedure is a big help to the roaster 
who is limited financially to a region-by-region expansion 
of the brand, With a favorable first six months move- 
ment at retail in line with expected promotional costs 
the roaster can be fairly assured that the next regional 
move will be a worthwhile endeavor. Of vital benefit 
in this respect is the fact that the roaster will have had 
a chance to work out the “bugs” in distribution and ad- 
vertising procedures after the first regional entry before 
further penetration is initiated. 

A most favorable factor in regional sales testing is the 
greater confidence that the roaster can place in projecting 
sales volume and promotional costs to the national level. 
Assuming that a given region represents 14% of the 
U. S. coffee potential, a projection from this figure to 
100% will lead to greater accuracy than an expansion 
from 3% which two test markets may represent of the 
U. S. 

The coffee roaster may feel a regional sales test will 
more closely fit regular use of national media such as 
magazines. Magazines offer regional editions for just 
this purpose. Media use in a sales test campaign may by 
purpose be different than that normally used for establish- 
ed brands. The roaster may feel a more dramatic ap- 
proach and concentrated effort is necessary to attract con- 
sumer awareness to the new brand of coffee. 


One major shortcoming of sales testing on a regional 
instead of a market area basis is the greater financial out- 
lay involved. Does the roaster know whether the new 
brand will really sell? Is it willing to risk large sums on 
an unproven brand? The roaster who has properly con- 
ducted taste preference tests among representative groups 
of coffee users and has found the new coffee brand at 
least equal to competitive entries should be assured of 
satisfactory sales results provided the following marketing 
conditions are met: 


1. Sufficient market entry advertising support 

2. A coordinated campaign to achieve adequate distri- 
bution 

3. Sufficient stocks in the field at all trade class levels 

4. Appropriate promotional tie-in and display at retail 


The coffee roaster must take care in the evaluation of 
competitive promotions during the test period. Other 
roasters may increase such expenditures once they realize 
their market share is threatened. They may also attempt 
to distort and nullify the effect of a market entry cam- 
paign by special promotional devices. 

A. C. Nielsen is one of the national audit companies 

(Continued on page 14) 
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FULLY AUTOMATIC 


Percolators 


ENN Laem SIZES 


In the three most 


For Homes, 
Churches, Schools, 
Taverns, Lodges, 
Restaurants, Hos- 
pitals, or wherever 
large quantities of 
perfect coffee are 
desi Easy to use. Simply fill 
with cold water, add the 
required amount of cof- 
fee and turn on current. 
Percolator starts to 
“perk,” stops, and keeps 
coffee serving hot, auto- 
matically. No filters, 
bags, papers or screens. 
Uses ordinary 110-120 
AC. 





30 full 5-oz. cups. 
Catalog No. SA-24. 


Retails $24.95 


58 full 5-0z. cups. 
Catalog No. AP-48 


Retails $39.95 


90 full 5-oz. cups. 
q Catalog No. AP-84. 


Retails $42.95 


Also a wide selection of 
semi-automatic Drip-O- 
lator electric coffee 
makers in capacities from 
20 to 80 cups. Write for 
descriptive literature. ’ 
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THE ENTERPRISE ALUMINUM CO. 
245 Oberlin Road ___Massillon, Ohio 
13 





FOR 
FAST DEPENDABLE DELIVERY 


. . of your mild coffees 
to United States markets . . . rely on 


UNITED FRUIT @ 


@ 
@/ 


COMPANY 
Regular Sailings between 


GUATEMALA * NICARAGUA 
EL SALVADOR © COSTA RICA * HONDURAS 
and 





NEW YORK © WEW ORLEANS * HOUSTON ) 





Because it has more flavor to give 


Coffee: Coffee! 


S. A. SCHONBRUNN & CO., INC. 
Grand and Ruby Avenue * Palisades Park, N. J. 
New York Office: 106 Front St., N. Y. 5, N. Y. 
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market testing your new brand 
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which will adapt its regional sales reporting of retail food 
movement to that needed by the roaster who contemplates 
a regional sales test. Such audits will furnish the roaster 
with a more representative and projectable set of retail 
sales data than can be had on a market area basis. It 
is possible for one of these audit firms to adjust the re- 
porting of such sales information to the sales territory 
boundaries of the roaster while still keeping the regional 
concept. Available back data on brand shares may like- 
wise be secured at nominal cost to the roaster. 

A sales test of a new coffee brand should coincide 
with the seasonal upswing for this beverage. The roaster 
should avoid markets or regions where it is known that 
competitive roasters are also conducting sales tests. In- 
creased advertising activity on the part of other roasters 
conducting such tests may seriously distort the sales find- 
ings for all brands concerned. The avoidance of promo- 
tional activity beyond that which would be found national- 
ly is necessary for projectable sales results. 

The roaster should only sales test in areas that offer a 
potential on a per capita basis similar to that found at the 
national level. The new coffee brand’s long-range goals 
must not be forgotten in assaying initial sales results. 
Assume the new brand is being marketed to take up the 
slack left by a brand now sliding in sales appeal. Its 
objective will then be two-fold: 

1. to recover market share lost by an old brand to 

competition 

2. to effectively compete with the declining brand 
The roaster must realize that a new brand to stay in 
the market has to engage all comers, unless it represents 
a different quality and price level in the roaster’s line. 

Past mistakes made with other brands in the line 
should be avoided if recognized. These errors in market- 
ing can be detriments to the advancement of the new 
entry. Unfortunately, inbreeding makes such errors a 
serious possibility in any marketing group. 


Chicago institutional roasters 
gird for market battle 


Competition grows more intense among institutional 
roasters for restaurant coffee business in the Chicago area. 

As the economic slump makes itself more thoroughly 
felt in certain sections of this metropolitan area, and as 
competition expands, restaurant owners are asking coffee 
companies for higher grades of coffee in an attempt to re- 
tain clientele. 

Coupled with this, some restaurants are slimming their 
coffee orders as the economic decline takes a stronger 
hold in sections of south Chicago and Gary and Ham- 
mond, Ind. 

Roasters are using a two pronged attack to retain cur- 
rent accounts receivable and add some new pages to their 
billings. 

In some instances this has taken the form of upgrading 
the quality of brewing equipment which coffee companies 
here loan to institutional customers. 

Unlike some other areas of the country, institutional 
roasters here handle almost all of the in-institutional brew- 
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ing equipment. No charge is made for the loaned equip- 


ment, 
Some other coffee companies are finding additional 


tonnage and dollar volume from new institutional ac- _ THIS BRAND OPENS 


counts, in many cases newly established hospitals, plants, 
and enlarged plant facilities. } 
Others have broadened their trading areas somewhat in MEW FRONTIERS 


the hopes of wooing new accounts. i —ll) A 
Roaster opinion is that it will be some time before the oe FOR PROFIT 


tightened economic condition spreads to supermarket cof- 
fee sales here. 

Historically, they pointed out, adverse conditions are 
pinpointed in the institutional field well in advance of 
moving into the retail end of the business. 


Uganda’s robusta industry 
slates new standards 


New proposals have been outlined for the robusta cof- 
fee industry of Uganda. A government white paper indi- 
cated that the plan will remove many of the present con- 
trols, but that enforcement of new grading standards for 
exports will be tightened. 

The paper indicated that the intent was to introduce 
the new system as soon as possible. The proposals are 
3 Ri Aiding Cha discussed and approved by the ites hacia Silex 2-Unit 

“It is desirable to simplify the structure of the industry, Ceenrere: ee 
to introduce a greater measure of flexibility, and so far 
as practicable to move away from the position where there 
is a ‘controlled’ side and a ‘free’ side of the processing 
industry, each necessarily treated in different ways,” it 
adds. 

“It has become more important than ever that the stan- 
dard and quality of Uganda coffee should be improved to 
enable Uganda to compete in selling its coffee, particularly 
Robusta, in world markets. 

With this in view sagan amagee ny — a — ties sd Mend Silex Stainless 
steps to encourage rou ulling and pulping of coffee on > - saat 
ria in order te sale delective “bang re be removed ot eee resi x: nace 
at that stage and before final processing, with a view to 
raising the overall standard of the crop.” 

There is to be no differentiation between processors of — oo Silex equipment has 
African-grown coffee, although the number of curing the flexibility for 
works and hulleries will still be limited. Because of the rush-hour efficiency 
number of dry processing factories in Buganda, no new <— or off-peak economy 
ones will be allowed there for the next five years. alseene: eouniad 

But it is intended to encourage wet processing of coffee, 3p y . P d 
and to allow the erection of factories for this purpose. with fast pte 

While non-African estate factories should continue to customer-satisfying 
be mainly concerned with their own production of coffee, Famous Silex Silex-brewed coffee! 
they would be able to buy and process African-grown Vacuum Coffeemakers 
coffee. 

All coffee will be graded by the Coffee Marketing Board 
before export, and a new grading system, involving screen- 
ing of beans and a “points” system for quality, is to be 
introduced. 

While producers would be able to sell their higher 
gtades for export, all coffee of the lowest grade must be 
sold only to the Coffee Marketing Board, which would 
normally allow it to go only to local markets or to “new” 
markets under the International Coffee Agreement. THE PROCTOR-SILEX sg re vogga 

There will be control of the grading of all coffee ex- | 6333 Restow rt eat Sovipme =. ig 
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| House subcommittee warned 





ported. If it is not exported in its original sealed bags it 
will have to be re-graded by the Board at Mombasa. 

The paper states that the object of the reorganization of 
the industry will be to encourage rough-hulling of cof- 
fee by farmers, with hand picking of beans, and, where 
feasible, the production of parchment coffee by wet pro- 
cessing “so that both producers and processors can obtain 
the maximum return for good quality.” 

The Coffee Marketing Board will declare a guaranteed 
minimum price for each three-month period, and will be 
prepared to buy coffee on this basis. It will offer premi- 
ums for the two higher grades of coffee, and it will have 
freedom to buy coffee at above the minimum price. 

“It is envisaged that in practice the Board will normally 
have to offer prices higher than the guaranteed minimum 
in order to buy coffee, and that the Board will adopt a 
flexible policy of following the free market price,” the 
paper adds. 

The effect of the proposals now put forward, it is 
stated, should be to improve quality of the new higher 
grades. This, combined with the grading of all coffee 
by the Board, should improve the position of Uganda's 
Robustas against other producing countries. 





a A familiar label is replaced . . . 


Sanka’s familiar label is the victim of a changing 
age. Gone is the turbaned Arab peering from the 
front of the jar. The reason! General Food’s ex- 
ecutives decided that coffee is no longer associated 
with the Middle East. Thanks, in part, to the Pan 
American Coffee Bureau today’s consumer relates 
the product to Central and South America. So a 
familiar product now greets the public in modern 
dress, sans Arab. 





on dual rates by PCCA 


The Pacific Coast Coffee Association this month warned 
a House antitrust subcommittee that dual rate systems of 
ocean shipping conferences should be outlawed, PCCA’s 
spokesman, Ed Bransten, told members that dual rates left 
shippers “at the mercy of the steamship conferences, and 
that this was without any effective governmental control 
over the members of the conferences.” 

In the event Congress does legalize dual rates as certain 
steamship operators are urging Bransten suggested that 
reasonable “safe-guards for shippers” be provided for. 
Some of the latter have already been introducd in a pend- 
ing bill introduced by Rep. H. C. Bonner, chairman of 
the House Merchant Marine Committee. 

Bransten’s recommendations were that if dual rates be- 
come legal the 1961 Shipping Act should be amended to 
give the Federal Maritime Board the right to judge pro- 
posed rates as just and reasonable. An alternate proposal 
was that each conference member should have the right 
to take unspecified independent action with respect to any 
matter covered by a dual rate. 

Bransten further stated that, the Federal Maritime Board 
should also be required to insist on a uniform dual rate 
agreement, and that, as a rate war preventative it should 
be empowered to block even a non-conference carrier 
from charging rates at such a low level as to be detrimental 
to commerce. 
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gastight coffee carton 


@ PACKAGING 


Gastight cartoning—the object of much current re- 
search in this country—has reportedly been achieved in 
Sweden with a special web-lined paper-board container 
for pre-ground coffee that is not only virtually impervious 
to the transmission of gasses, but saves 15% in packaging 
cost and takes up one-third less space in storage and ship- 
ping than a comparable metal key-opening can. Shelf life 
is said to be several months. 

Tinplate is costly in Scandinavia, which gives this pack- 
age a considerable advantage there. 

The principle of a carton lined with a tubular and 
flexible laminate is not new, but a liner so impervious 


Automatic machines set up the carton and fill it with coffee (center, 
rear), then evacuate the air and replace it with inert carbon dioxide 
gas (right). The rotary vacuum gasser has 24 chambers and handles 
up to 60 cartons per minute. 
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Three-ply tubular liner will hold a positive pres- 
sure of inert gas and provides a package for 
Swedish coffee packer with shelf-life comparable 
to that of a key-opening metal can 


that it will even retain a positive pressure of inert gas is 
a further advance. In this instance, the laminate is paper, 
foil and polyethylene of a type used in the U. S. to pouch 
package dehydrated foods. First commercial use of the 
new carton is by AB Hakon Swenson, Vasteras, Sweden, 
for Y4-lb. coffee packages. This product in any volume 
poses a difficult problem of barrier protection. 

The packaging operation is expedited by a new auto- 
matic packaging machine, capable of speeds up to 60 
cartons per minute, that sets up and fills the pre-lined 
carton, exhausts the air and replaces it with a positive 
pressure of carbon dioxide and then heat seals the inner 
liner in a rotary unit equipped with vaccum chambers. 

The package, as received by Swenson, is a single unit 
consisting of two elements: the carton and the attached 
liner. The carton is a locking-tab structure of 22-point 
bleached sulphate board, printed in two colors, The tube- 
like liner, which is attached to the inner surface of the 
carton with an adhesive, is formed from a triple lamina- 
tion of 30-lb. bleached sulphate paper and 0.00035-in. foil 
coated with 2 mils of polyethylene. The liner extends 
beyond the end flaps of the carton so it can be heat sealed. 

In the two-part packaging machine, the lined cartons 
are opened and carried in chain-mounted pockets. The 
bottom of the liner is heat sealed and folded, and the 
flaps are locked, Filling is accomplished in a net weigher, 
equipped with an auger-type feed. The top portion of 
the liner is first folded in gussets, but not sealed. The 
cartons then pass into a rotary device containing 24 
vacuum chambers that remove the air from the cartons 
through most of the 360-deg. cycle. During the last stage, 
the vacuum valve is reversed and carbon dioxide gas is 
introduced into the package to a slight positive pressure. 
The liner is immediately heat sealed to preserve this inert 
atmosphere and the carton is dropped from the vacuum 
unit, where the liner is subsequently folded and tucked 
inside the locking tabs. The technique reportedly reduces 
oxygen content of the atmosphere inside the package to 
0.4-0.5%. 

While this cartoning technique is of immediate interest 
to low-volume packagers of sensitive products, the present 
low packaging speed will be a draw-back to large-volume 
applications. However, lined cartons of this type have 
been run (without vacuum or gas attachments) on U. S.- 
made equipment at speeds approaching 200 per minute 
and it may well be possible to adapt such machinery to 
this new high-barrier container, 

Supplies and Services: ‘“‘Hermic XF’’ carton and “Hermi- 
vac’ packaging machine by Esselte-Forpacking AB, Norr- 
koping, Sweden. 

Reprinted by special permission from the February 1961 issue 


of Modern Packaging. Copyright, ee. es Corpora- 
tion, 575 Madison Ave., New York 22, 
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It’s as simple as that. And we would like to point out that a consistent adver- 
tising program in Coffee and Tea Industries can prove this point to you. 


Barnum, master showman of them all, put the matter this simply. “When an 
advertisement first appears a man does not see it. The second time he begins 
to take notice. The third time he is inclined to read the message; the fourth 
he thinks about it. And on the appearance of the sixth or seventh he has suc- 


cumbed and is ready to buy the offering.” 


You've noticed the changing appearance of Coffee and Tea Industries. It was 
inevitable that you should, and in the process make comparison with other pub- 
lications in the coffee field. This changing format, which incidentally, will con- 
tinue to be upgraded in the months ahead, is just one indication of the greater 
value you receive when vou place your advertising in Coffee and Tea Indus- 
tries. What is less noticeable, but equally important, is that with a circulation 
that is tops in the industry it assures that the magazine will be picked up and 
studied, time and time again, by the people to whom it is important that your 


advertising be seen. 


“We're the trade magazine that comes to mind first. It’s been that way for 84 


years now.” 


COFFEE AND TEA INDUSTRIES, 106 WATER STREET, NEW YORK 5, N. Y. 
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Brazil’s Coffee Institute 
headed by Sergio Frazao 


The Brazilian Coffee Institute announced a new chief 
late last month. He is Minister Sergio Armando Frazao 
who was installed in the post February 24. 


Minister Frazao is a career diplomat. Since October 1, 
1960 he has served as chairman of the International Coffee 
Agreement. As the newly appointed President of the In- 
stitute Frazao announced that he has been asked by Brazil's 
President Quadros to submit a short-term plan for that 
country’s coffee policy as soon as possible. Quadros has 
also requested that he start work on a long-range plan for 
Brazil which “should be organized to permit the formu- 
lation of a coffee policy; which would give Brazil the best 
possible export opportunities, including the readjustment 
of Brazilian production to overall world demand.” Both 
plans are to cover production, exports and internal dis- 
tribution in that country. 





a "Pipe" the tea... 


A recent news release from England reports the 
installation in three contiguous London buildings 
of a set-up which will send 13,000 cups of tea 
coursing through a piped system. Aimed at saving 
man hours lost through “tea breaks’’ the system 
will serve 5,500 people in the buildings 44 floors. 





Central marketing board 
for Tanganyika coffee 

The existing method of marketing Tanganyika coffee 
needs to be reorganized into a single-channel system, the 
Minister for Agriculture Paul Bomani, stated in Dar es 
Salaam recently. Bomani had just returned from the Inter- 
African organizational meeting in Tananrive. 


The minister stated that in his belief the newly formed 
IACO will go a long way towards stabilizing prices of 
cof fee. 


“All who took part in the conference,” he said, “are 
convinced that by creating an Inter-African Coffee Organi- 
zation and aiming at finding joint solutions to the prob- 
lems which present themselves to the coffee-producing 
countries of Africa, they are taking an important step toward 
the world problem of over-production of coffee.” 


At the present time there is no existing centralized mar- 
keting organization in Tanganyika to handle the sale of 
coffee. The need to establish a body similar to the Coffee 
Marketing Board of Kenya is an urgent one and work 
will begin immediately towards such a group, Bomani 
stated. 
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@ LEGAL PROCEDURE 


The following article is the eighth in Coffee and 
Tea Industries continuing series on the various 
legal aspects of our trade. Author Howard New- 
comb Morse this month discusses legal problems 
connected with a celebrated coffee case. 


(The following is the most protractedly litigated American 
case involving the coffee industry. It entailed three jury 
trials and five appeals.) 

The public health law of the State of New York provid- 
ed as follows: “Adulterations. No person shall within the 
state, manufacture, produce, compound, brew, distill, have, 
sell, or offer for sale any adulterated food or drug. An 
article shall be deemed to be adulterated within the mean- 
ing of this act... in case of food . . .If it be colored, 
or coated, or polished, or powdered whereby damage is 
concealed or it is made to appear better than it really is or 
of greater value.” 

George W. Crossman, of W. H. Crossman and Brother 
of New York City, sold to Theodor G. Lurman, of Theo- 
dor G. Lurman and Company of Baltimore, 500 bags of 
coffee, to arrive in New York City from Rio de Janiero. 
By the terms of the contract, half of the coffee was to be 
of a grade in average to about standard No. 8, and the 
other haif to be about equal in average to standard No. 9. 
The manner in which the coffee was to be graded was pre- 
scribed in the contract, and it was further provided that, 
if the grading by the selected graders should be unsatis- 
factory, the matter of grading should be submitted to 
other persons, to be selected in the manner prescribed by 
contract, 

The coffee arrived in New York City as expected, and it 
was tendered by Crossman to Lurman. About half of the 
coffee which was claimed to be in grade No. 9 was arti- 
ficially colored. The coloring matter used was a ferric 
salt of a yellow color, Lurman contended that it was 
therefore not salable coffee, within the public health law; 
and because of this fact he required that graders should be 
selected, under those terms of the contract which provided 
for another grading in case that made by the seletced 
graders was not satisfactory. 

The new grading was had, and the arbitrator selected 
under the contract concluded that, although the coffee 





Howard Newcomb Morse, author of this series, is 
a recognized expert on legal matters. In 1948 and 1949 
he was Professor of Law at John Marshall Law School 
in Chicago. In addition he was admitted to the Bar of 
the Supreme Court of the United States in 1949. 

While the series to date has encompassed the legal 
aspects of various areas of interest to the coffee, tea and 
spice trades, Coffee and Tea Industries would welcome the 
comments of readers as to subject questions which would 
benefit the trade. Readers having questions along these 
lines are invited to submit their interests to Editor. Cof- 
fee and Tea Industries, 106 Water Street, New York 5, 
Oe 


COFFEE & TEA 


Barrister’s Brew 


was artificially colored, yet it practically complied with 
that provision of the contract which required that it should 
be about the standard grade No. 9. That conclusion hav- 
ing been reached by him Crossman tendered the coffee 
to Lurman, who expressed a willingness to accept so much 
of it as was uncolored, but refused to accept the colored 
coffee, for the reason which he had before given. Upon 
that refusal Crossman caused the coffee to be sold at auc- 
tion, and he brought an action in the Supreme Court of 
New York to recover the difference between the price of 
the coffee pursuant to the contract and the amount re- 
ceived at the sale. 

The defense was that the coffee had been colored in 
such a way as to appear better than it really was, and of 
greater value, in contravention of the public health law. 
Thus, at the trial the issue between the parties was 
whether the coffee objected to was in fact adulterated, 
within the provisions of the statute, in such a way that it 
could not be legally sold within the state, because, if it 
was, there could be no doubt that Lurman was justified 
in refusing to accept it, and that Crossman could not com- 
pel its acceptance, nor recover damages for the refusal of 
Lurman to take it. 

A jury returned a verdict for Crossman for the amount 
of his damages and the court entered judgment according- 
ly. Lurman appealed. The Appellate Division of the 
Supreme Court of New York reversed the decision of the 
court below and ordered a new trial. The Appellate Di- 
vision of the Supreme Court declared: “It must be assumed 
that no one would attempt to change the color of coffee 
with a view to make it appear worse, or to diminish its 
value, or to add to it anything which actually decreased its 
usefulness, but that whenever anything of that kind was 
done the act had for its object either actually to make the 
coffee better, or to make it appear better or of greater 
value. It needs no argument to establish the fact that 
such a change in the appearance of the coffee would have 
no other object, but . . . the intention with which the cof- 
fee was colored is not material, within the purview of the 
statute. The statute looks not at the intention, but only at 
the effect which has been produced. It appears, and is 
uncontradicted in the case, that the coloring of coffee was 
not an unusual thing, but, on the contrary, that colored 
coffees were very largely imported into the United States, 
and very largely dealt in for purposes of sale in certain 
portions of this country. The coloring of coffee, there- 
fore, was quite familiar to dealers; and it must be assumed, 
as was stated, that the object of it was to improve it, either 
in actual value or appearance, and not to make it worse.” 

At the second trial the Supreme Court of New York 
submitted to the jury the question as to whether or not 
Crossman was bound to deliver to Lurman “natural cof- 
fee.” The court stated to the jury that it supposed that 
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“natural coffee’ meant coffee which is in the state in which | 


it was grown, without any addition to it of any sort. The 
court entered judgment accordingly. Crossman appealed. 
that contract .. . (Crossman, before .. . (he) can recover, 
must prove that the coffee that .. . (he) offered to deliver 
and did tender to . . . (Lurman) in this case was ‘natural 
coffee; and it is for you to determine what ‘natural coffee’ 
meant. It is a question of fact, under this contract.” 

The jury returned a verdict in favor of Lurman and the 
court entered judgement accordingly. Crossman appealed. 
The Appellate Division of the Supreme Court of New 
York again reversed the decision of the lower court and 
ordered a new trial. The Appellate Division of the Su- 
preme Court stated: “Turning to the contract, it does not 
appear that anything was said about ‘natural coffee’.” 

At the third trial a jury returned a verdict in favor of 
Lurman and the court entered judgment accordingly. 
Crossman appealed, claiming that, so far as the sale in 
the original packages of articles imported into the state 
was affected by the public health law, that statute was be- 
yond the power of the legislature to enact. A federal 
law provided: “That it shall be unlawful to import into 
the United States any adulterated or unwholesome food or 
drug, or any vinous, spirituous or malt liquors, adulter- 
ated or mixed with any poisonous or noxious chemicals, 
drug or other ingredient injurious to health.” Crossman’s 
argument was that the sole power to regulate commerce 
was given to the Congress; that, with respect to the adul- 
teration of food products, the Congress had exercised that 
power in passing the foregoing statute; that, the power 
being exclusive, the action of the Congress overrode the 
law of any state passed upon the same subject; and there- 
fore that the state law became inoperative, 

The Appellate Division of the Supreme Court of New 
York affirmed the decision of the trial court. The Ap- 
pellate Division of the Supreme Court declared: “If the 
public health law was intended to be, or could be con- 
strued to operate as, a regulation of commerce, there could 
be no doubt that any action of Congress on that subject 
would be exclusive and would override the state statute. 
But the fact that Congress has the power to regulate com- 
merce does not exclude the exercise of the police power of 
the state, so far as it may prohibit the bringing into the 
state of anything which from its nature may not properly 
be said to belong to commerce, or because its condition is 
such that it is detrimental to the health of the people of 
the state.” 

Crossman again appealed, contending that the New 
York public health statute was in conflict with the federal 
law. The Court of Appeals of New York rejected this 
contention and sustained the decision of the Appellate 
Division of the Supreme Court. The Court of Appeals 
stated: ““. . . this law (the federal law) was only intended 
to prohibit importations of food or drugs which had been 
adulterated with articles which were injurious to public 
health, but it contains no provision authorizing the impor- 
tation of articles which are adulterated for the purpose of 
deceiving and defrauding purchasers and consumers. We 
think, therefore, it cannot be held to be in conflict with the 
statute of this state.” 

Crossman appealed, again contending that, even though 
there was power in the State of New York to legislate on 
the subject of adulteration of food, such legislation ceased 
to be operative as regards food products imported into 

(Continued on page 22) 
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Regular Service 
From The Principal Brazilian Ports to: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as ca offers) at 
Philadelphia, Baltimore, Norfolk. Jackson- 
ville and Houston. 





Bringing North end South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor «a Close Neighbor. 
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the United States through the channels of foreign com- 
merce after the passage of the act of the Congress. The 
Supreme Court of the United States upheld the decision 
of the Court of Appeals of New York. The Supreme 
Court declared: “. . . we think it is clear that its (the 
federal statute's) effect .. . was not to deprive the State 
of its police power to legislate for the benefit of its people 
in the prevention of deception and fraud, and thus to 
control sales made within the State of articles so adulter- 
ated as to come within the valid prohibitions of the state 
statute. 


The “case of the contraband 
coffee” stirs up March storm 


Brazilian security officers earlier this month were investi- 
gating one of the biggest coffee smuggling deals ever to 
have been uncovered in that country. The investigation 
was started after the discovery of a secret smuggler’s 
harbor, 

According to authoritative estimates some 38,000 bags 
of coffee with a market value of $1.5-million dollars had 
been loaded at the harbor, and in Rio, and were believed 
headed for the United States. Bank of Brazil officials 
had alerted government agents to the coffee smuggling 


operation when a routine check turned up the fact that 
shipping permits had been falsified. The clandestine port 
facilities were located near Angro dos Reis, and were dis- 
covered when a cutter carrying smuggled American auto- 
mobiles and other contraband was intercepted by units 
of the Brazilian navy. 

Repercussions of the shipments were evident in the re- 
lease of John F. McKiernan who advised members of the 
National Coffee Association that, “The NCA has on nu- 
merous occasions expressed its wholehearted approval of 
the efforts of the coffee producing countries to protect 
their political and economic stability by taking steps to 
avoid a collapse in world coffee prices which could result 
from the current world surplus of coffee.” 

“But'’’ added McKiernan, “it has recently been brought 
to the attention of the NCA that certain shipments of cof- 
fee have been exported to the United States in fraudulent 
violaion of the government regulations of Brazil. The 
NCA abhors and condemns such practices and urges the 
entire coffee trade of the U. S. to use its best efforts to 
discourage such illegal practices. Specifically, the industry 
is urged to take every precaution to make certain that any 
coffees purchased have not been fraudulently exported 
the producing countries.” 

Still another facet of the problems of such contraband 
coffee was evidenced in a telegram sent by H. F. Baerwald, 
president of the New York Green Coffee Association to 
Lloyd Brasiliero. Baerwald said, “Our members inform 
us that you are not permitting the delivery or sampling of 
any coffees arrived on your Loide Uruguay. The majority 
of these coffees already are released by U. S. customs au- 
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thorities and it is considered that your refusal to honor all 
bills of lading upon demand is in contravention of U. S. 
law under which you are operating. Whatever authority 
is guiding your action should be capable of identifying and 
segregating any improper or unauthorized shipments 
which you have carried unwittingly without penalizing or 
causing hardships and losses to those whose coffees were 
shipped properly. On behalf of our members we urgently 
request you to honor all delivery and sampling orders 
covering all coffees except those known to be without pro- 
per export permits or which were improperly exported.” 


Britain maintains lead in 
overall tea consumption 


The British are still the world’s biggest tea drinkers 
according to the latest published figures. In 1960 con- 
sumption in that country amounted to 505-million pounds, 
of which India supplied nearly one-half. This total repre- 
sents an increase of nearly 8,500,000 pounds over 1959, 
when it is reported that despite an unusually hot and dry 
summer British tea drinking habits declined, 

Second among the major consumers in non-tea produc- 
ing areas was the United States. Imports into this country 
amounted to 118,000,000 pounds in 1960, an increase 
of 11,000,000 pounds over the previous year. 

Biggest increase mirrored in the report of the Inter- 
national Tea Committee was that of Morocco. Tea im- 
ports in that country were stepped up from 12,000,000 
pounds in 1959, to 30,000,000 pounds last year. 


Venezuela to market 
new coffee variety 


A new variety of coffee has been developed in Vene- 
zuela which is said to yield 5, pounds of coffee per plant, 
as compared with an average of 31/, pounds per plant in 
that country’s Tachira coffee plantations. The new variety 
was developed after long experimentation at the School of 
Coffee Growers, which operates on an old plantation near 
the city of Rubio. It has been named the “El Salvador 
Hybrid”. An additional plus factor claimed for the new 
variety is the fact that it begins producing when the plant 
has reached the age of three years; plants of other varieties 
generally reach producing age only after seven years. 


Preferential treatment for 
Hawaiian grown coffee ? 


Two Senators from our newest state, Hawaii, are spon- 
soring legislation which would include preferential pur- 
chase provisions, and price supports, for the area’s coffee 
crop. The bill is sponsored by Hawaii's senators Hiram 
Fong (R.), and Oren Long (D.). 

As written the price support measure could prop the 
price of Hawaiian coffee through loans, purchases, and 
other operations at 90-percent of the average price received 
by growers during the previous five year period. Still 
another bill pending would require the U. S. military agen- 
cies to hold off purchases of non-Hawaiian coffee as long 
as the state has supplies for sale. 
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With a background knowledge 
gained through many years of designing 
superbly effective tea packages 
Weddle Tea Company offers the dis- 
criminating buyer the most com- 
plete line of specialty teas and packag- 
ing available in the tea industry. 
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reprints 


to work for you 


Reprints of articles, features and news items that 
appear in Coffee and Tea Industries are often 
surprisingly inexpensive when ordered in quantity. 
Many companies make it a practice to have stories 
which have a bearing on their business reprinted for 
distribution to their own personnel, customers, 
prospects, stockholders or to other interested groups. 
Whenever you see editorial matter of this type in 
Coffee and Tea Industries magazine which you 

can use in reprint form, in quantities of 200 copies 
or more, write and quotations will be furnished 
promptly. 
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106 Water Street, New York 5, N. Y. 
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Brazilian group holds coffee 
seminar; maps future plans 


The recently concluded seminar on Brazilian economic 
problems, held at the Faculty of Economic and Commer- 
cial Sciences in Santos, delved deeply into the subject of 
“Coffee Problems”. Those in attendance heard promi- 
nent theorists and practical experts on coffee matters dis- 
cuss both past and current developments in the Brazilian 
coffee economy. Among the prominent speakers repre- 
sented were Professor Antonio Delfim Netto; Dr. Laerte 
Rosato, Alceu Martins Parreira, Harold R. Levy, and 
Rubens Araujo Dias. 

Conclusions and recommendations arrived at included 
the following areas. 

1. The desiribility of planting coffee of low produc- 
tiveness was censored. Recommended was the gradual re- 
conversion of substantial parts of the non-productive cof- 
fee culture. In planning reconversion it was suggested 
that special attention should be directed not only to pro- 


| ducts destined for the internal market, but also to those 


for export. Reconversion would be compensated for, and 


| the promotion of new culture recommended and overseen 


by the Technical Departments of Brazil's Federal and 
State Governments. The recommended reduction in cof- 


| fee production to be included as part of a plan of action 
| within the framework of the I.C.A. 








Be Florida, not “high priced”. . . 


That's the word from the mayor of West Palm 
Beach. The mayor observed that he had paid 
$1.20 for two cups of coffee in a New York hotel. 
From now on, in West Palm Beach, coffee will sell 
at 10-cents per cup, if the mayor has any say. 





2. As a solution to the recurrent problem of exportation 
without price cuts the Seminar suggested the following ap- 
proaches: a) improving offerings on a quality basis; b) 
guarantees against possible devaluation of exchange in 
periods of instability of the market, with the alternative 
of refunding in coffee differences incurred during such 
period; c) to maintain and foster collaboration with other 
producing countries and consumers through continuing 
collaboration with the International Coffee Agreement. 

3. The Seminar indicated that it was not advisable at 
present to liberalize coffee exchange due to the special 
situation of the commodity. It was suggested the exchange 
rates be built around a policy of discouraging coffee plan- 
tations of low productivity and stimulating those of high 
productivity. 

4. A suggestion that, as a decisive factor in promoting 
sales, attempts be made to reduce to a minimum interfer- 
ence in the exportation circuit for coffee. 

5. The recommendation that a group be formed com- 
prised of persons versed in technical matters relating to 
coffee, as well as allied trades. The leadership of the 
group to be entrusted to the class dealing with Brazilian 
Economy of the Faculty of Economic Sciences of the Sao 
Paulo University. Patronage and financing of studies to 
be conferred to the National Bank of Economic Develop- 
ment, the National Council of Economy, and the Getulio 
Vargas Foundation. 
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Coffee taping unit in- 
stalled by King Coffee 


Detroit's King Coffee has an- 
nounced installation of a Rudd- 
Melikian coffee taping unit. The 
unit places individual pods of fresh- 
roasted ground coffee onto tapes 
for servicing R-M_ brewing ma- 
chines. 

In the area it currently services 
in Michigan, Ohio and northern In- 
diana, King Coffee supplies the 
taped coffee for approximately 220 
machines. 

The new coffee-taping machine at 
King Coffee is the first working 
model in operation outside the 
Rudd-Melikian plant at Hatboro, Pa. 
The original model, which cost more 
than a million dollars to develop, 
has been in operation for a period of 
two years, during which time it has 
been constantly upgraded in design. 

Robert Chappel, vending sales 
manager of King Coffee, in an- 
nouncing the installation, pointed 
up the fact that since the unit was 
placed in operation the company’s 
sales have shown consistent in- 
creases. He indicated that the com- 
pany will continue to add vending 
machines which accommodate the 
taped coffee to their current service 
lines. King Coffee produces the 
coffee tapes with 7, 714, and 8 gram 
pods to meet varying tastes. 


Fischer introduces Pot o'Gold 
Coffee in Cleveland area 


Fisher Brothers Co., Cleveland, 
has announced the introduction of 
its new brand of vacuum packed 
coffee, Pot o’ Gold. The new blend 
replaces the previous Fishers brand 
which was discontinued last month. 

Pot o' Gold bean coffee has also 
been discontinued in order to use 
the name on the new vacuum brand. 
The company, which operates 82 
Fisher Foods Supermarkets, now has 
two private-label bean coffees and 
two private-label instants in addition 
to the new vacuum pack. 


Olwell named vice president, 
Schroeder Industries, Inc. 


Evans G. Olwell, Jr., has been 
elected Vice President, Marketing 
and Sales for Schroeder Industries, 
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GUMP COFFEE GRANULIZERS 


“Our six Gump Coffee 
Granulizers are in 
continuous daily operation 
and contribute substantially 
to our quality control. 
Grinds are consistently 
uniform and to the desired 
sieve analysis.” 


Even when Gump Coffee Granulizers are operated around the 


clock, grinds are cool and clean-cut... 
analysis and cup test standards. 


continue to meet sieve 
Smooth, trouble-free operation 


is another Granulizer benefit. Sound design, rugged construction, 
and easy adjustability combine to keep both maintenance and 


repairs at a minimum. 


And—the Gump Exchange Head Plan enables users to keep their 


Granulizers in “like-new” 


grinding condition, 


and continually 


modernized, year after year. The six Gump Granulizers pictured 
above were purchased over a period of twenty years: today, they 
have all been converted to late Style E models, and are meeting 
present-day, more exacting grind specifications as efficiently as 


though they were newly installed. 


When you want the assurance of positive grind quality control 
—and of continuous grinding department efficiency—invest in 


Gump Coffee Granulizers. 


B. F. Gump Co. 
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Inc., Woburn, Mass. coffee proces- 
sor. 

George Schroeder, president, in 
making the announcement stated, 
“broad expansion plans have been 
completed and Jerry Olwell will 
head our marketing activities. He 
will direct our sales effort in the 
grocery field and had been requested 
to build our distribution as quickly 
as is judicious.” 

Olwell was a regional manager 
for Coffee Instants, Inc., New York 
City processor, and general manager 
of the Rich-Taste Corporation, one 
of its affiliated firms. 


Twining’s acquires 
Barber's Teas 

Two of Britain's oldest establish- 
ed tea and coffee distributors have 
agreed to merge. The two com- 
panies have been household names 
in England since the eighteenth cen- 
tury, Twining Crosfield being estab- 
lished in 1706, and Barber's Teas in 
1797. The integration of the two 
companies is expected to result in 
administrative economies, but in- 
dividual trade names on products 
will be retained for the time being. 
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“the development 


The production of an Instant Coffee which would pro- 
vide the flavor and aroma of fresh roasted coffee has 
been the objective of every Instant Coffee Researcher 
since the discovery of the first instant coffee. More than 
thirty years of intense research have been spent on the 
problem. Some of the failures and successes are set forth 
in this article and help to show how the objective was 
finally attained. 

As early as 1918 it was discovered that the aroma of 
roasted coffee is a highly volatile substance which is in 
the form of a gas at relatively low temperatures. It is 
easily oxidized on contact with air, and it is protected 
as long as it is locked within the cells of the roasted cof- 
fee. For these reasons it was impossible to extract the 
coffee with hot water and remove the water without also 
removing the volatile aroma and flavor. Therefore the 
only method would be to first isolate and remove the 
substances from roasted coffee and add them back to the 
instant after it was manufactured in the usual 
manner. 

The solution of this extremely difficult problem has re- 
quired many years and the expenditure of hundreds of 
thousands of dollars. 

This is the age of great marvels and wonderful new 
discoveries. But the greatest marvel of the age is the 
fact that Instant Coffee has been so widely accepted as a 
substitute for brewed coffee. Everyone will admit that 
brewed coffee is the world’s most delightful beverage. 

The most important single factor in the manufacture of 
instant coffee is the selection of the green coffee. Green 
coffee with off flavors, such as “rios’, will cause the 
finished powder to also contain this objectionable flavor. 
However the great advantage of our discovery is the fact 
that low priced neutral green coffees can be used, either 
Robustas or Arabicas, and the final product can be given 
the exquisite flavor and aroma of a small percentage of 
the finer grades such as Medellins or Bourbon Santos. 
After the selection of the green coffee, roasting becomes 
the next most important factor. The green coffee must 
be roasted quickly and evenly throughout the center of 
the bean. A blend is usually better than a single type of 


coffee 





The writer, Dr. Wilbert Heyman, is one of the pio- 
neers on Instant Coffee. He has been granted many 
patents in this country and abroad, and was awarded a 
Certificate of Appreciation by the U. S. Quartermaster 
Subsistence Laboratory for being one of the first to 
furnish Instant Coffee suitable for the U.S. Army. He 
designed and built the first Instant Coffee Plant in Asia, 
and is presently building another in the East in which his 
new flavor process is being installed. His new improved 
product will appear shortly on the American market. 
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No one convenience product has ever gained 
consumer acceptance so quickly as instant coffee. 


In this article an expert traces its history .. . 


of instant coffee” 


coffee as each good coffee can add something and each 
degree of heat develops its characteristic flavor and aroma. 
A temperature of 385°F. will produce an aroma and 
flavor that is distinctive in itself as compared to a higher 
temperature such as 400°F. or 450°F., as preferred by 
Italy and France. Therefore it is highly important to 
know where the finished product is to be consumed in 
order to produce the particular flavor and aroma desired 
in those countries, 


The knowledge of how to produce a good flavored cup 
of brewed coffee is highly important in the production of 
good flavored instant coffee. When green coffee is 
properly roasted the flavor and aroma substances which 
are developed are chemicals which are highly volatile and 
some of them are even gases at the temperature of roast- 
ing. These gases do not necessarily condense when the 
coffee is cooled to room temperature. Only by freezing 
the coffee with dry ice or liquid nitrogen is it possible to 
prevent their escape when the coffee is ground. Accord- 
ing to Punnett more than 66% of the aromatic gases 
escape in the process of grinding. Grinding also de- 
velops heat and as these flavor and aromatic substances 
are highly volatile, the heat greatly accelerates their loss. 
What remains in the ground coffee are principally inert 
soluble solids, and these are entirely different in chemical 
composition from the volatile gases which constitute the 
flavor and aroma, They might be compared to the “soul 
and body” of the human being. ‘When the soul is gone 
the body is dead” and there is no resemblance to the 
original live person. Neither is there any resemblance 
between the inert soluble solids of instant coffee and the 
highly aromatic and delightful volatile aroma given off 
when the coffee is being ground, or a cup of brewed cof- 
fee is being made from freshly roasted and ground coffee. 
Therefore to make the best cup of brewed coffee it is 
absolutely essential that the coffee be freshly roasted and 
freshly ground just before being brewed. Water at exact- 
ly the proper temperature is important too. Other than 
this means that you are trying to compromise with the law 
of physics which enters into the art of producing the best 
cup of coffee. 


As soon as the crisp cell walls of ground roasted coffee 
come in contact with the hot water used in either brewing 
or manufacture, the walls soften and release the volatile 
gases which provide the aroma and flavor of the coffee. 
The longer the delay before drinking, the more of the 
delightful flavor and aroma is lost. Let's analyse what 
happens when freshly roasted and freshly ground coffee is 
properly brewed. A small portion of the soluble solids 
are extracted with the hot water. This amounts to ap- 
proximately 15 percent of the ground coffee used. Dr. 
Lockhart, of the Coffee Brewing Institute, has published 
a list of something like 50 different substances, but for 
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practical purposes the principal ingredients are com- 
plex carbohydrates, caffeine, caramelized sugars and 
starches, pectins, volatile acids, mineral salts, proteins, and 
extremely minute substances which provide flavor and 
aroma in the coffee. Those substances, responsible for the 
aroma and flavor, are measured in parts per million, They 
may be likened to the “soul” of the cup of coffee and the 
soluble inert material may be likened to the “body’’. The 
good flavor hides the bitter objectionable flavor of the 
inert material composing the “body.” Therefore it is 
most desirable to keep “body and soul together.” 

Instant Coffee has become a major item of commerce in 
a relatively short time. Instant coffee had been on the 
market for many decades before 1945. Probably one of 
the circumstances which led to the wide acceptance after 
the war was the fact that we submitted a sample of in- 
stant coffee to the United States Army Quartermaster 
Subsistence Laboratory in 1940. A letter came back that 
the product was suitable for Army use. Until that time 
only roasted coffee had been used by the Army. 

War was close and our overseas troops would require 
coffee. Instant coffee was the logical method of saving 
space and would greatly assist in the logistical problem. 
Millions of pounds of instant coffee were shipped to the 
Army, the Navy and the Red Cross during World War 
II. Soldiers and sailors were introduced to an entirely 
new method of making coffee. With the end of the war 
these men introduced instant coffee to the homes. The 
use of instant coffee spread rapidly until today more than 
30 percent of all coffee used in the United States con- 
sists of instant coffee, and the volume is growing rapidly. 
But the flavor and the aroma of good roasted coffee is 
still sadly lacking. 

What of the processes of manufacture? What will 
they be in the future? A study of patent literature will 
best disclose some of the enormous amount of research 
of the past and point to the successes of the future. 
The writer played an active part in developing these 
patents. The one single essence behind the motive for 
each and every one of these patents is the desire to cap- 
ture the delightful aroma and the delicious flavor, to 
keep them in intimate contact in the finished instant cof- 
fee powder, so that when the instant coffee is dissolved in 
hot water the volatile flavor and aroma will be present 
to overcome the objectionable “caramel” flavor. The dif- 
ficulty of accomplishing this objective can readily be 
understood when you realize that some of these aromatic 
constituents are gases at room temperatures, and that the 
flavor constituents are easily oxidized when they come 
in contact with the oxygen of the air. 

As already pointed out there are some fifty chemical 
substances which are developed in the process of roasting 
green coffee and already present in the green bean. With 
the aid of new analytical apparatus such as the Gas Spect- 
roscope great credit should be given to the Coffee Brew- 
ing Institute, Dr. Lockhart and his associates, for the 
work accomplished in identifying these various chemical 
substances. This knowledge was locked in ignorance for 
the past hundred years. In fact until the formation of the 
Coffee Brewing Institute very little money was allocated 
for research on coffee brewing in spite of the fact that 
coffee income during that time amounted to untold mil- 
lions of dollars. The slogan for the Coffee Industry used 
to be “millions for profit but not one cent for research.” 

(Continued on page 28) 
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Agents for reliable Shippers in 
Producing Countries 


Specializing in 


BRAZILS 
COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
“VICAFE" 


302 Magazine St. 
New Orleans 12, La. 


104 Front Street 
New York 5, N. Y. 

















MO ORE-MsCORMACK 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 
REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD °* BARBADOS ° BRASIL 
URUGUAY ° ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE ° COLOMBIA 
VENEZUELA ° TRINIDAD ° BRASIL 
URUGUAY ° ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Citles of the World 
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NEW ORLEANS, LA. 


ANDERSON, CLAYTON & CIA., 
Coffee Exporters 
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J. A. MEDINA COMPANY 
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A. ARISTIZABAL & CIA., Ltda. 


Coffee Exporters 
CALI, COLOMBIA 
ANDERSON, CLAYTON & CO., S.A. 
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Every 10 Days 


from Buenaventura to 
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scheduled sailings, 
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ling and fast 

service can solve 
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GULF & 
SOUTH AMERICAN 
STEAMSHIP CO., INC. 


821 Gravier St. 
New Orleans 12, La. 


In other cities call 
Lykes or Grace 
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As early as 1918 the Army requested Arbuckle Bro- 


| thers, the leading Coffee Roaster of that time to work on 
| the idea of instant coffee. 
| tendent. 
| his assistant. 
| coffee suitable for Army use. 


Mr. J. W. Scott was Superin- 
Mr. Quad was Chief Chemist, and the writer 
We were directed to develop an instant 
The war came to an end 
before the completion of the work, but the instant coffee 


| which resulted was excellent in flavor and better than 
| most instant coffees presently on the market. 


Patent No. 
1,393,045 was granted to Mr. Scott and a review of this 


_ and other patents in which the writer played a part would 
| be well worth reading. Quotations from the patents will 
| explain some of the superior features, which though they 


produced a very excellent product would not necessarily 


| be economical in present day markets from a cost stand- 
point. 


“The coffee liquor is made by supplying water 
to said extractor vessels in succession, by per- 
colating, either upward or downward, the water 
having a preferable initial temperature at ap- 
proximately or very nearly the boiling point, 
and passing first to the tank having the weakest 
or spent mass. While in the first vessel, or 
vessels, the liquor is permitted to cool to a point 
considerably below boiling preferably about 
110°F. and is preferably maintained at such 
temperature during its progress through the 
succeeding vessels. The liquor finally perco- 
lates the strongest freshest mass, at a tempera- 
ture sufficiently reduced to retain the maximum 
aroma. 
From here the liquid coffee extract was spray dried 
in the manner used today with one exception; the rich 
aroma given off during the roasting of coffee was mixed 
with the hot air used for drying the liquid coffee extract 
in the spray dryer, thus restoring some of the volatile 
aroma to the dried powder. I quote; 
“When coffee is roasted, a considerable portion 
of the aroma and desirable oils are lost, and it 
is my purpose to save these, as far as possible, 
by bringing them in contact with the coffee 
liquor at the dessicating stage of the process.— 
This action is assisted or supplemented by intro- 
ducing into the hot blast the desirable volatile 
products from a roasting machine, the aromatic 
and other oils being taken from the latter and 
carried first through a purifying machine or 
washing apparatus, thence to a heater and there- 
after mixed with the hot blast already men- 
tioned.” 

Scott accomplished wonders as far back as 1918. He 
foresaw the great potential sales of Instant Coffee, but 
the guiding spirit of the great Arbuckle dynasty died, 
and the holdings passed on to his widow who proceeded 
to dissolve the company. Nothing was done with the 
Scott Patent. However the Yuban name has come to 
life again, but not the Scott “know how”. 

Some years passed before the writer again picked up 
the threads of his work with Mr. Scott. The desire to 
perfect a method which would produce a cup of delicious 
coffee easily and with the superior flavor and aroma of 
roasted coffee was still uppermost. Some of the older 
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members of the green coffee fraternity on Front Street 
will remember testing samples of instant coffee back in 
1933 and 1934 which was produced in the writer's re- 
search laboratories on 26th Street in New York City. 
They may remember how the “know alls” of that time 
ridiculed the very idea of instant coffee. However their 
criticisms led to U. §S. Patent No. 1,022,467 issued to the 
writer in 1935 by which the very finest flavor and aroma 
of roasted coffee was obtained by mixing actual roasted 
coffee with crystals of soluble instant coffee and pack- 
aging this mixture in a porous individual bag like a tea 
bag. A quote from the patent will provide a better un- 
derstanding of some of its contents; 
“Another object of the invention is to prepare a 
mixture of food beverage granules such as cof- 
fee, one part of said mixture being completely 
and substantially instantly soluble, and the other 
part being only partly soluble but having the 
original flavor and aroma unimpaired, both 
granules of which are of a size larger than the 
holes in the porous container or bags from 
which the soluble substance aroma, and flavor is 
to be extracted. 
“On coming in contact with hot water, these 
gases expand and force their way out of the 
cells bringing with them the volatile flavors 
and aromas, 
“The process for drying the concentrated liquid 
coffee is well known, but in the process of re- 
moving the water, the volatile substances which 
have a lower boiling point than water are re- 


moved in the process, and so far as I know 
through long research and experiment it is im- 
possible to recover them and replace them to 
exactly simulate a typical cup of fresh coffee.” 

We discovered that it was absolutely necessary to chill 
the coffee extract below the boiling or volitalizing point 
of the gases which constitute the flavor and aroma (or 
“soul”) of the liquid coffee concentrate. These substances 
must also be protected from oxidation until they are dried. 
The United States Patent Office issued the writer U. S. 
Patent No. 2,360,342 in the year 1940. A quotation 
reads as follows;— 

“The volatiles comprising, therefore, the steam 
distillants of the ground and purified coffee and 
the vapors and gases derived from the final 
stages of the roasting of the coffee then pass 
through the refrigerator coils where condensa- 
tion conditions are initiated and these volatile 
elements are further condensed where solid ice 
chills the coil to a still lower temperature and 
effectuates condensation of those volatile ele- 
ments which are relatively condensible.” 
Claim 1 shows that we are still vitally concerned with the 
volatile aroma and flavor; 
“A solid coffee concentrate comprising an ex- 
panded dehydrated mixture of soluble coffee 
solids, volatile condensable constituents, vola- 
tile relatively noncondensable constituents, and 
corn syrup having intercommunicating cell struc- 
ture.” 
(Continued on page 30) 
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(Continued from page 29) 





As early as 1934 the writer recognized that the flavor 
and aroma of roasted coffee was a volatile substance 
which was easily destroyed by both loss and oxidation. 
Some of these volatile substances were acids and some of 
these acids were beneficial while others were harmful to 
the flavor of a good cup of coffee. The great diihculty of 
retaining the desirable flavor and aroma, and the neces- 
sity of getting rid of some of the objectionable acids, 
ketones and alcohols created a problem which the writer 
continued to investigate and was unable to solve then. 
To quote further from the same patent;— 

“Various coffee beans contain varying amounts 

of volatile acids depending on the sugar con- 

tent, and the drying and roasting processes. The 

volatile acids come over in the drying of the 

liquid coffee extract and are caught with the 

condensed water in the vacuum condenser. 

These acids are one of the many characteristics 

of a typical cup of coffee. Some of the other 

typical characteristics of a cup of coffee are 

caffeine, caffetannic acid and “‘caffeol’’. Caffeol 

is the term ordinarily given for the complex and 

unknown multitudinous substances formed in the 

roasting process, These complex substances are 

no doubt of varying boiling points, but each 

bears a distinct relation to the other in pro- 

ducing the taste and aroma blends, and when 

any chages occur in removing them it is im- 

possible to catch and replace them in the same 

order which they occur originally in the fresh- 

ly roasted and ground coffee’. 
Accompanying this patent was one for producing a porous 
container out of the then newly discovered plastic sheet, 
“cellophane”. Previously all tea bags had been produced 
from cotton cloth. This Patent Number is 2,137,243. 

The next U. S. Patent issued to the writer was No. 
2,154,447 in 1939. It dealt with the discovery of what 
caused freshly ground coffee to become stale so quickly. 
The work of Punnett and Eddy showed that ground 
coffee begins to stale after ten days. We had been 
sifting the fine dust from ground coffee to prepare the 
tiny individual bags of coffee, and we noticed that the 
siftings became stale quickly while the hard portion we 
were using retained its good flavor and aroma. We 
further found that the siftings had a unpleasant bad bitter 
taste from certain types of coffee while the other portion 
improved in both flavor and aroma after removing the 
siftings. 

Colonel Isker of the U. S. Quartermaster Subsistence 
Laboratory instructed the Navy Laboratory to inves*igate 
the claims we made. A thorough test was made and the 
Navy Report substantiated our claims. Three to four 
percent of the ground roasted coffee was removed which 
greatly upgraded 96% of the remaining coffee and 
prevented it from becoming stale. Some of the chemical 
substances in the 3% of the coffee, minute though they 
were, overbalanced the good flavor in the 96% remain- 
ing. A short quotation from the patent will explain 
further and we quote; 

The volatile products in roasted coffee occur in 
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such small amounts that the ascertaining of their 
percentage relationships and the recognition of 
all that are present are not possible with the 
methods of analysis at present at our disposal. 
“I find that the aroma of this inner portion is 
extremely objectionable and of an entirely dif- 
ferent character and of a vastly inferior quality 
to the aroma of the harder cellular portion.” 
Claim No. 1 reads; 
“The herein described process of treating roas- 
ted coffee comprises cracking the coffee bean 
whereby to pulverize the inner endosperm and 
embryo, screening the cracked product to elimi- 
nate the pulverized portion thereof, and then 
grinding the remainder of the product to the 
desired size.” 

This improved roasted coffee resulted in an improved 
type of Instant Coffee. 

The desired object of making a cup of coffee quickly 
and easily met with enormous resistance from the green 
coffee trade. The very idea of making instant coffee was 
met with ridicule. The best coffee men were those who 
could “sip a spoonful of coffee and then spit the farthest 
without missing the spittoon.” They knew all there was 
to know about coffee, or they thought they did. 

By 1940 our knowledge of methods of manufacturing 
instant coffee had been greatly extended. We found 
that by adding corn syrup to a good coffee concentrate 
properly made would retain some of the delicate volatile 
aromatic substances which go to make a good cup of 
brewed coffee. We discovered that corn syrup combines 
chemically with some of the volatile chemicals and re- 
tained them when the mixture was dried by vacuum. 
Furthermore the corn syrup greatly aided in the drying 
process and formed a firable porous mass with intercom- 
municating cells which helped the product to dissolve 
instantly on the addition of either iced cold water or hot 
water. 

The discovery of the advantages of using corn syrup 
to retain volatile flavors and aromas when drying under 
vacuum came about the same time that the discovery by 
a Swiss named Morganthaler on the same subject. The 
only difference between our process and his was the use 
of spray drying for dehydration. The Morganthaler 
patent was issued and assigned to the Nestle Company, 
while the Heyman Patent was issued to Heyman and 
was owned by The Heyman Process Corporation. The 
advantages of vacuum drying over spray drying was the 
low temperature used in the vacuum as well as the com- 
plete absence of oxygen during drying. On the other 
hand the disadvantage of spray drying was due to the 
extremely high temperature of the air used for drying 
and the fact that it requires about 90 tons of air with 
its accompanying oxygen to dry one ton of instant cof- 
fee. Oxygen as we have pointed out before is a very 
damaging element to the volatile substances which pro- 
duce the aroma of coffee. The volatile aroma is both 
driven off by the heat and changed by the oxygen of the 
air. This is sadly true of instant coffee whether dried 
with or without corn syrup, when it is dried in a spray 
dryer. 

World War II came. Troop movements required large 
quantities of instant coffee. Heyman Process received 
large quantity contracts. Our factory at 601 West 26th 
Street, New York City was enlarged to meet the demands 
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by the Army. The Heyman Process Corporation manu- 
factured and shipped many millions of pounds of instant 
coffee to the Governmental agencies, the Army, the Navy 
and The Red Cross. These millions together with other 
millions supplied by the few firms then capable of manu- 
facturing instant coffee helped to feed the soldiers 
throughout the world with condensed rations. 

The Quartermaster Subsistence Laboratory was under 
the most capable command of Col. Rohland Isker. Much 
of the success of the war was due to his foresight in the 
problems of logistics concerned with foods. Col. Isker 
recognized the small contribution we played in supplying 
the Army with the first soluble coffee suitable for Army 
use, and issued a Certificate of Appreciation to the Writ- 
er at the end of the War for the contribution he made. 
This was the only Certificate of Appreciation issued to 
anyone in the instant coffee industry. 

At the end of the war, when the stress of quantities 
no longer came before research, we were able to continue 
our search for better soluble coffee flavor. 

U. S. Patent No. 2,432,759 was issued to the writer in 
December 1947, and had been sold to the Baker Import- 
ing Co., in 1945 and the writer became head of its coffee 
research department. This latest patent dealt with a 
means of isolating and recovering the volatile flavors 
and aromas being formed in the roasting process as well 
as the volatile flavors in the roasted coffee itself. We 
quote; 

“By the term volatile relatively non-condensable 

constituents of coffee as used in the specification, 
I mean those volatile constituents which when 
reduced in temperature, as by passing through 
receivers cooled with solid carbon dioxide (dry 
ice), will condense, and it is these gases which 
I term relatively noncondensable gases, since all 
gases can be condensed if the temperature is 
brought to a sufficiently low degree, However 
since such volatile products are not condensable 
at the temperature to which they are subjected by 
cooling with solid carbon dioxide, I chill such 
gases and absorb or dissolve them in a suitable 
solvent or liquid carrier medium.” 
One of the features of this patent is the production of a 
liquid concentrate which is entirely free of caffeine. The 
emphasis is on the capture and retention of the volatile 
flavoring substances of roasted coffee. The search con- 
tinues for the capture of the all important volatile flavor. 

During these long years of research by our laboratory, 
other firms had been awakened to the sales possibilities 
of instant coffee and they too were spending dollars, 
millions of dollars in the endeavor to find the “secret 
which unlocks the flavor” and a method of making a per- 
fect cup of coffee with the flavor and aroma of roasted 
coffee. 

One firm whose instant coffee sales amounted to some 
fifty percent of the annual total succeded in capturing 
the aroma of roasted coffee in the jar, but not even the 
most inexpert will admit that they succeeded in captur- 
ing the flavor in the cup. Their volatile aroma is pro- 
tected in the jar by substituting an inert gas such as 
nitrogen for the air and its oxygen. This prevents oxi- 
dation and protects the aroma until the jar is opened and 
the nitrogen escapes and it is the writer's opinion that 
the oxygen of the air causes the aroma to fade out and 
again the instant coffee provides “body without soul.” 
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The Product Picture 


The literature listed below contains specialized 
information of interest to the readers of COFFEE 
AND TEA INDUSTRIES. It is available simply by 
filling out the coupon at the bottom of the page. 


] Streamlined Drip Basket 

Western Urn Manufacturing Co., Los Angeles, has 
announced introduction of a new streamlined, and 
improved drip basket for commercial coffee brew- 
ing equipment. The new heavy aluminum and stain- 
less steel drip basket, requires no urn bags or filter 
paper. According to the company the unit prevents 
channeling and assures an even distribution of cof- 
fee. The spreader locks in place and provides a uni- 
form flow of water over the coffee reportedly re- 
sulting in consistently high coffee quality. 


—Self-Service Coffee Brewer 

Meterflo Dispensers, Chicago, announces a self 
service coffee brewer described as reducing to a 
practical minimum the many problems connect- 
ed with proper coffee brewing. The drip method 
of brewing is used in the unit and coffee is pre- 
pared in two 5-gallon stainless steel tanks. A simple 
valve control permits rapid switch from empty 5- 
gallon brewer to full tank, each of which is water 
jacketed to maintain proper temperature. Entire 
unit designed to fit under standard counter systems, 
and flexible connections to hot water service are 


provided. 


K Fig as me en Brochure 

Bowen Engineering, Inc., North Branch, N.J., has 
issued a new brochure entitled “The Bowen Spray 
Machine and Centrifugal Atomizer Wheels . . . for 
Controlled Atomization”. The bulletin discusses 
atomization techniques, spray dryer designs, and the 
flexibility of centrifugal atomization. 


4—Bbag Top Cut-Off Sealer 

Pack-Rite Machines, Milwaukee, announces a new 
poly bag top cut-off sealer, The unit is described 
as heat sealing poly bags at high speeds, automatical- 
ly trimming off excess top of bag above heat seal, 
and, automatically ejecting or ‘‘conveying-out”’ trim- 
med off bag tops. No compressed air is required 
for the operation, Obtainable with or without tilt- 
ing type, adjust-to-height floor base and conveyor. 
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® ® Uganda's tea production last year 
was the highest ever recorded accord- 
ing to a recent release of that coun- 
try's Tea Board. The 1960 produc- 
tion figure stood at 10,281,183 
pounds with a British pound sterling 
value of approximately 1,672,000. 
During 1960, three new tea factories 
started operation, with an additional 
2,596 acres being licensed to plant 
tea. The country’s total tea acreage 
with the addition of this latter group 
now stands at 29,549. According to 
statistics published by the Internation- 
al Tea Committee, Uganda 24-years 
ago showed tea production of only 
262,000 pounds. Fifteen years’ ago 
it had passed the 2,500,000 pound 
mark, and has been mounting steadily 
ever since. 


® ® Tea policy for the next Pakis- 
tan growing season will be announced 
by that government early next month. 
A conference has been called for the 
last week in March by the government 
to discuss problems relating to the 
tea industry of Pakistan. During the 
next tea year which begins April 1 
production of tea in Pakistan is ex- 
pected to meet internal demand, and 
the possibility of resuming export will 
be discussed. The ban on tea export 
from Pakistan was imposed a year ago. 
Exports before that time stood at ap- 
proximately 17-million pounds yearly. 
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Tea Pickings 





A review of recent notes of interest to the tea trade com- 
piled from both AMERICAN and OVERSEAS sources. 


# # A report from Ceylon in late 
January indicated that more than a 
million and a half rupees had been 
allocated for the building of a solu- 
ble tea factory in that country. A 
more recent report indicates that a 
reliable spokesman has suggested that 
a considerable proportion of tea ex- 
ports from that country should be 
in soluble instants if the country’s 
production is to keep constant with 
world requirements. 

The director of the Island’s Tea 
Research Institute at St. Coombs was 
quoted in the following manner. “We 
can today produce on a laboratory 
scale at St. Coombs a soluble powder 
tea that is recognizable not only as 
tea, but has some of the characteris- 
tic taste of Dimbula. I believe that 
the American market alone could take 
the equivalent of 400-million pounds 
of black tea made into instant tea, pro- 
vided the quality and price are right.” 


® = According to the most recent 
issue of London's authoritative Tea 
and Rubber Mail, tea was India’s chief 
export to Britain in 1960. Published 
figures in the Indian press showed 
that total volume amounted to 63,- 
992,000 in pounds sterling. 


® © India has cut her export duty 
on tea by 17 percent according to a 
statement by Finance Minister Mor- 





BF Testimonial for a veteran teaman... 


Tea industry leaders met last month at a testimonial luncheon 


for Robert Smallwood to honor him upon his retirement as chair- 
man of the Tea Council of the U.S.A. Smallwood, who served as 


chairman of the Tea Council from its formation in 1953 until 


1960 was presented with a silver tray by E. C. Parker, newly 


elected chairman of the Council. 
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arji Desai. The reduction is unlikely 
to have any effect on auction prices 
however, since the duty is one paid 
by growers and will mean that they 
will pay less. 


® ® Russian scientists have discover- 
ed that tea-tannin is effective in kill- 
ing dysentery bacteria. In two clinics 
patients suffering from dysentery were 
given strong infusions of green tea 
instead of antibiotics. The result was 
said to have been extremely success- 
with the green tea infusion having 
such strong bacteriocide properties as 
to be capable of killing many forms 
of intestinal infections. 


® ® Halssen and Lyon of Hamburg 
report that the 1960/61 plucking 
season in North India has been pro- 
longed in order to make up in some 
respect for the export deficiencies 
caused by the drought at the begin- 
ning of the season. However, it is not 
expected that the short crop of about 
28-million pounds from this area 
will be altered substantially, 


® = The Calcutta Tea Merchants 
Association has made a number of 
recommendations to India’s govern- 
ment with a view to increasing ex- 
ports of tea to western markets. 
Among the areas stressed was one 
that the present duty on export of 
Indian tea be reduced substantially, 
or abolished altogether. In addition, 
the Association pointed out the ne- 
cessity for on investigation of the 
allegedly high shipping costs for tea 
leaving the port of Calcutta, and 
that they be made competitive with 
shipping costs from African ports 
from which tea has a much shorter 
distance to travel. 

(Continued on page 34) 
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Tea Pickings 


® # The “Cie de Thes Djiring” re- 
ports that their American distributor 
BMT Commodity Corporation will 
embark on an expanded promotion 
to acquaint American users with 
their ‘Pak Lao” tea. The tea is 
grown in South Viet Nam in an 
area 2,550 feet above sea level. It 





was first introduced by French ag- 
ricultural experts just prior to the 
second world war, and is an off- 
shoot of wild, Shan tea bushes that 
have been indigenous to the area 
for generations. Based on the early 
plantings of the agricultural experts 
the plantation area of the company 
has grown to include more than 
200 acres of high density tea bushes, 
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We add purposeful innova- 
tions while retaining field- 
tested and time-proven 
features. Quality is never 
sacrificed. When you buy or 
specify TOMLINSON you 
receive the world’s finest 
liquid food dispensing 
equipment. 


For nearly half a century 
TOMLINSON faucets and fit- 
tings have appeared on quality 
urns. Why is this so? 


Take the Model S self-closing fau- 
cet. Longest service life of any coffee 
faucet —in compliance with U.S. 
Public Health requirements — low 
initial cost simple inexpensive 
maintenance without tools or adjust- 
ments - pleasing distinctive appear- 
ance saan operation—and backed by 
TOMLINSON. No-Drip faucets 
outsell all others because they out- 
perform all others. 


Available in all standard thread 
sizes and in several color and handle 
combinations. Other self-closing fau- 
cets in stainless steel and nylon. 


Remember, your faucet is the heart of your urn—be sure it says 


“TOMLINSON”. 


The sign of distinction and quality service 


ad Penson NO-DRIP FAUCET COMPANY 
1601 St. Clair Avenue . 
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serviced by one of the most modern 
processing plants in Viet-Nam. Tea 
from the plantation is characterized 
by the pronounced silver tips of the 
leaves. The company currently ships 
“Pak Lao’ tea to the Near East, 
North Africa and western Europe, 
in addition to the United States, 
from its facilities located 145 miles 
north of Saigon. 


® = Southern Rhodesia’s production 
of tea is expected to increase by 700 
percent in the next ten years. The 
territory's Minister of Agriculture 
Graylin said that millions of pounds 
have been and are being invested 
in the tea industry which is being 
expanded at a rapid rate. 


Present estimated tea output is 
26.5 thousand pounds yearly. Of 
this Nyasaland produces about 24.4 
thousand pounds, practically all of 
which is exportable. The balance is 
grown in Southern Rhodesia, mainly 
for internal consumption. 


In Southern Rhodesia, however, 
Graylin indicated that the potential 
for expansion is considerable. He 
said that at the rate the industry is 
now expanding it seemed almost 
certain that the value of the present 
output of the territory (263,000 
pounds sterling) would be stepped 
up to 2-million pounds sterling. 


® ® Joseph Tetley & Co., London, 
reports that tea-bag turnover is in- 
creasing despite heavy price cutting 
from packagers of regular tea, and 
a very heavy campaign by competi- 
The 
since, in 


tors to promote instant tea. 
company that 
Britain, the demand is wholly for 
hot tea, and not for iced tea, that 
the campaign will not be entirely 
The 
company's directors further indicat- 
ed that because summer tempera- 
tures in the United States last sum- 
mer seldom reached 
average, exportation of the Tetley 
product to this country last year 
was not up to expectations. 


advises 


successful in this 


country. 


the normal 


Field 





Kenneth Rapieff, tea taster at the Tea Council's New York Tea 
Center is shown as he appeared on a recent television show 
over Baltimore's WMAR-TV. Rapieff, shown with Mrs. Edward 
Vinnicombe, promotes the proper techniques of brewing, and 
the Tea Center, on his appearances. 


Tea’s Mr. Television promotes 
the Tea Center, and the product 


Television viewers in five cities were recently treated 
to a tea tasting demonstration and tips on brewing by 
Kenneth Rapieff, tea taster at the United States Tea 
Center in New York. Rapieff appearing on shows in 
Boston, Philadelphia, Pittsburgh, Washington and Balti- 
more invited visitors to New York to stop in at the Tea 
Center. 

According to officials of Boston’s WNAC-TV, the 
station received an unusually heavy volume of telephone 
calls from persons seeking the address of the Center short- 
ly after his video appearance. 

Within days of his appearance in Pittsburgh, the Cen- 
ter received a request from a radio station there asking 
if a group of 70 women could visit the New York at- 
traction. A great many of them were reported to have 
mentioned seeing Rapieff on television or of reading 
about him in the local Pittsburgh Press. 

In Baltimore, Sylvia Scott of WMAR-TV, known to 
the tea trade as Mrs. Edward Vinnicombe, reported that 
Rapieff had been well received in that area in the 30 
minutes of air time during which he advanced the Tea 
Council's message on brewing tips. Telephone calls re- 
ceived after the show indicated that interest in Rapieff's 
message was high. 


Ceylon tea board member 
replies to propaganda criticism 


A member of Ceylon’s Tea Propaganda Board has 
replied to recent criticism directed at the Board’s pub- 
licity during recent months. 

Emmanuel Muttukumara said, “in the selection of 
markets for tea campaigns it has to be understood that 
it is easier and less expensive to make a tea drinker con- 
sume more tea than to convert a non-tea drinker.’ Prop- 
aganda strategy has been planned to create or main- 
tain as far as possible a special demand for Ceylon tea 
at the drinker level. This insures that tea distributors 
and buyers cater to a particular preference, Muttukumara 
stated. He said that it would be unwise for Ceylon tea 
growers to regard any market as established for their 
product even in areas where there is strong consumer 
preference for it because of the stiff existing competition 
from Indian tea. 
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SOUTH VIET-NAM 
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FOR THE FIRST TIME IN THE U. S. 
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if smiles were any indication, the industry had no problems. Pictured above 
are Arthur Anisansel presenting a golfing trophy; Dr. James Wood, Walter 
Weir, CBI's Laughery, and Commander Whitehead, prior to their speeches; 
PACB's Hafers, Jack Evans and Ed Johnson. 


50th 
YEAR 


N.C. A. 


“the industry can win tomorrow” 


Saint Louis, in 1911, was quite a town. And the Planter’s 
Hotel was renowned as a meeting place. But the idea that 
took form there, in that year, did not restrict itself to St. 
Louis alone. Something that had been in the minds of 
coffeemen throughout the country, but which had never 
before ‘aken on concrete form, was presented to members 
of the Mississippi Valley Coffee Roaster's Association on 
that day in May. 

Carl H. Stoffregen, of the Steinwender-Stoffregen Coffee 
Co., summed it up as follows. “In asking you to meet here 
in St. Louis,” said Stoffregen, “the roasters of this city 
had in mind certa’n national questions affecting the entire 
coffee trade which they thought could be solved with your 
cooperation. 

"It is hoped,” he indicated, "to form an organization to 
eliminate all of the trials of the coffee roasting business, 
but we feed that an organization primarily social can take 
up any question of interest to the trade, and by doing things 
of real benefit, we can expect general cooperation.” 


That was the start of things! And while the elimin- 
ation of many of the trials of the coffee business have 
not yet been solved, general cooperation of the various 
facets of the trade has been achieved through the Na- 


Ne convention could be considered complete without the tra- 
ditional ball game between roasters and green coffeemen. Pic- 
tured is Ransohoff's ‘Green Team." 
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tional Coffee Association. The heritage of accomplish- 
ment which was initiated in 1911 is evident in the 
progress which has been made since. 

It was never more in evidence than in the National 
Coffee Association's Golden Anniversary convention held 
last January. Here are some of the solid accomplishments, 
and suggestions, pointed up to members of the coffee 
fraternity, and the allied trades, on that occasion. 


NCA’s John McKiernan, in a discussion of his organiza- 
tion's role pointed up the fact that, “it has traditionally 
opposed any scheme which would hinder or curtail the 
free flow of coffee to world markets.” Said McKiernan, 
“it prefers to do without quotas, whether import or ex- 
port. Time and again it has reaffirmed its disapproval 
of stockpiling and consignments, including so-called 
special deals not available to all sectors of the trade. 

“Despite our opposition to controls on coffee ship- 
ments,” continued McKiernan, “we are now living with 
export quotas. Although their long-term advantage re- 
mains to be proved, they have provided some measure 
of stability to the market on a short term basis. The 
export quotas imposed by the ICA represent emergency 
measures to relieve the surplus problem in the short term. 

It is the responsibility of Committee One of the Coffee 
Study Group, on the other hand, to recommend a pro- 
gtam to solve the problem in the long term—that is to 
prevent any recurrance of the enormous oversupply which 
plagues the industry today.” 

As one method of alleviating this over-supply McKier- 
nan recommended a carefully planned, and multilateral 
campaign to control production so that future world 
crops would be in balance with anticipated world con- 
sumption. He concluded his speech with a quote from a 
trade association speech by Secretary of Commerce Fred- 
erick H. Mueller, “One of our duties is to foster and pro- 
mote our own industry. But, if you stop at your backyard 
today, you will utterly lose tomorrow.” “I am confi- 
dent,” concluded McKiernan, “that under the guidance 
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ot its directors, the NCA, and the coffee industry, will 
win tomorrow.” 

Sergio Armando Frazao, newly named chief of The 
Brazilian Coffee Institute, suggested to the assembled 
convention-goers that, “coffee contains all of the ele- 
ments that largely determine possibilities of economic 
and social developments in many countries.” 

Frazao pointed out the continuing need for adequate 
coordination and understanding between the producing 
and consuming countries of the world. “Coffee,” said 
Frazao, “is the key link which in large part determines 
the possibilities for the social and economic development 
of many of the packaging nations.” Commenting on the 
fact that while in many areas the price of manufactured 
goods from the large consumers had risen, while the 
price of coffee had declined steadily, he suggested that 
European nations follow the example of the United 
States in keeping coffee tax free. Such an action would 
be a strong step in bolstering the economies of many 
producing nations, he stated. 

A strong plea for the present United States administra- 
tion to take an active part in the solution of Latin 
America’s continuing coffee problems was voiced by 
Fedecame’s Augustin Ferreiro. Increased prices to the 
American consumer, in conjunction with a well developed 
plan for increasing coffee’s use in this country, was the 
suggestion advanced by Ferreiro. Suggesting that such 
a plan would in all probability not cost the American 
consumer more than ten dollars yearly he indicated that 
such action could do much towards solving current unrest 
in many of the producing areas of Latin America. 

Not overlooked in the overall picture was the mer- 
chandising outlook for coffee. Walter Weir, chairman 
of the executive committee of Donohue & Coe, thought 
that coffee might well be sold as an experience in “sen- 
sory enjoyment.” Pointing up Madison Avenue’s ap- 
proach to the problem of moving more coffee along the 
consumer pipeline Weir stated, “coffee has no particular 
health or medicinal qualities to recommend its use. I 
believe that its principal sales attraction must be derived 
from its many appeals to the senses, of smell, of sight, 


PROJECTED 


-IN MILLIONS OF 60 KILO BAGS - 


29.2 


One of the highlights of the recent NCA 
convention was the informative speech 
by Dr. James E. Wood, director of re- 
search for the Pan American Coffee 
Bureau. Dr. Wood's speech was reported 
in its entirety in the February issue of 
Coffee and Tea Industries. The chart at 
right shows the projected coffee con- 
sumption in the United States envisioned 
by Dr. Wood in his presentation. 
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of taste. If people are properly instructed in the enjoy- 
ment of coffee, you dan’t have to enlist them in a cru- 
sade for honest coffee. You don’t have to tell them when 
to drink it either, for it is only human to look upon 
anytime as the right time for enjoyment. The industry 
must take steps to see that coffee is always an experience, 
an exciting experience.” He suggested that the best 
way of accomplishing this was to research a “faultproof, 
quick and easy method of brewing.” 

Still more merchandising know-how was advanced by 
Commander Edward Whitehead, president of Schweppes 
(U.S.A.) Ltd., and a well known figure in the adver- 
tising of his company. Schweppes advised that one of the 
initial requirements for any product was to create for it a 
quality image. Whitehead elaborated on this point by ad- 
vising his audience that it was equally important that 
once this image had been established that a company 
should see to it that it was adhered to. He also pointed 
up the fact that company employees reflect the image of 
their company’s product. “Unless they are convinced that 
‘yours’ is a good company to work for, years of work in 
establishing a product can be undone.” 

Eugene G. Laughery, president of the Coffee Brewing 
Institute waxed enthusiastic in his speech regarding the 
work of his organization. The work of the Institute’s 
field staff came in for particular praise, and Laughery 
also mentioned the continuing good-will being generated 
by current programs which are in effect. In particular he 
pointed up the progress which was being made in ac- 
quainting members of the coffee, and allied trades, with 
proper brewing techniques through the Brewing Insti- 
tute’s school facilities. 

What it all added up to as 600 coffeemen, represen- 
tatives from the producing countries, and the allied trades, 
wound up the convention was the awareness that although 
coffee is still fraught with problems, none of them are 
unsurmountable. Arthur Anisansel, chairman of the Na- 
tional Coffee Association, said it best in his foreward to 
the convention's 50th anniversary souvenier brochure. Said 
he, "The challenge before us is to provide for the continuity 
of purpose and furtherance of our mutual welfare.” 
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A review of recent notes of interest to the coffee trade 
compiled from both AMERICAN and OVERSEAS sources. 


# © Total United States imports of green coffee in 
January of this year rose to 258.1 million pounds with 
a total value of $86.6-million. This amounts to an in- 
crease of 58.4 percent over the 162.9 million pounds 
imported into this country in January of 1960. Dollar- 
wise the value was 53.3 percent better than last year. 

Tne rise in shipments was accompanied by a fur- 
ther decline to 33.6 cents per pound in the average 
price of U. S. imports during January. In December 
the average was 34.2 cents. 

Brazil accounted for 31.8 percent of the January 
figure, with shipments of 82.2 million pounds to 
the United States, an increase of 58.5 percent over the 
previous January figure. Overall shipments from 
South America amounted to 164,114 million pounds; 
from Asian producers at 1.9 million pounds; from 
Africa at 51 million pounds; and from Central and 
North American areas at 41 million pounds. 


® ® A German firm with an extensive sales organi- 
zation in western Europe has announced its intention 
of producing soluble coffee in a plant which will 
shortly be established in Ethiopia. Commitments to 
this effect, and regarding transfer of profits, and the 
return transfer of capital have already reportedly been 
made between the company and the State Bank of 
Ethiopia. 





Ba Coffee and shoe-leather ... 


I. Miller, one of the New York's largest, and most 
expensive purveyors of woman's shoes, has hit the 
coffee trail. This year the firm's line will include 
such colors as Mocha Frost, Cafe Frappe, Cafe 
Bisque, Cafe Meringue, Cafe Florentine, Cafe 
Royale, and Cafe Expresso. 


® ® The latest issue of the U. $. Department of Com- 
merce Foreign Commerce Weekly reports that a 
Brazilian manufacturer of coffee processing machines 
wishes to diversify and expand activities to include 
under production license of related United States mod- 
ern type machines for sale throughout Brazil. In addi- 
tion to a joint venture licensing agreement ,the firm, 
Maquinas Moreira S.A., also would consider a joint 
venture with a U.S. company interested in capital par- 
ticipation. 

Interested firms are invited to address correspon- 
dence directly to the firm at Rua da Mooca 2100, Sao 
Paulo, Brazil. 


= ® The government of Israel has announced that its 
agricultural research station at Rehovot, after 12 years 
of experimentation has produced seven strains of cof- 
fee which are compatible to the country’s climate and 
which will be grown commercially in Israel. 


# = A spokesman for the Indian coffee industry has 
announced that there is no problem of overproduction 
of the commodity in his country. H. Sitarem Reddy, 
chairman of the Coffee Board of India also dispelled 
the fear that India might have to part with her coffee 
stocks at distress prices. 

Addressing a meeting of the Coffee Board, he said 
that recent pronouncements about huge surplus stocks 
by certain people closely connected with the indus- 
try had created the impression that it was having tough 
sledding. 

Reddy pointed out that the carry-over of stocks as of 
mid-January was in no way far in excess of reason- 
able amounts. He further stated that the carry-over 
was intended to meet internal demands in the early 
months of the year, so that as much as possible of 
the freshly cured coffee could be made available for 
export. Adding that the present off-take of coffee 
in India had not yet reached the saturation point he 
indicated that this did not mean his country could 
continue to be complacent about foreign markets for 
the product. 


=# ® A Santos, Brazil, study group report completed 
last month made the recommendation that “exchange 
confiscation” as it applied to coffee should be gradu- 
ally eliminated, preferably by daily reductions. The 
report also indicated that practical results of sales to 
new markets had been disappointing. It pointed out 
that large sales of IBC coffee to U.S. soluble producers 
in 1959-60 at considerable price discount had worked 
to the detriment of current crop movements. Also 
opposed was the creation of so-called “cooperative” 
series, the feeling of the group being that these am- 
plified the privileges to such organizations, and dam- 
aged the effect of campaigns for better grade coffees. 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 





Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- TABLE OF CONTENTS 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and Introduction 


is today, a compendium of useful information to Recent advances in our knowledge of coffee 
the grower of coffee. erees: 


The material contained in “Advances in 1. Physiology 
Coffee Production Technology” first appeared in 2. Genetics 
the special November, 1958, issue of Coffee and 3. Cytology 
Tea Industries, and immediately became one of 4. Anatomy 
the most widely sought after issues to appear in The supply of better planting material 
this industry. 1. Arabicas 
“Advances in Coffee Production Technology” : Pei ah 40 coffee 
is a worldwide summary of coffee research. It out- ‘ 2 
lines existing knowledge and shows the direction Mineral nutrition _ ae 
of efforts to extend that knowledge. Top coffee 1. High fertilizer applications and 
scientists cooperated in preparing the material their effects on coffee yields 


and consider it an important working tool. 2. Detection and control of minor 
element deficiences 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. The sun-hedge system of coffee growing 


The mechanization of cultural operations 


Better control of water supply 
for coffee production 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- Soil conservation on coffee plantations 
nology” holds clues to the future of the product : : 
on whidks-shele business is based Chemical weed control in coffee 


For libraries and research organizations, it is pe rion eee Ceree 


an important source of information on a vital 

commodity. Selection of coffee types 

resistant to the Hemileia leaf rust 
There are on hand a limited number of copies 

of “Advances in Coffee Production Technology” 

which are offered at the original pre-publication Factors affecting the inherent quality 

price of $2.50 per single copy. Orders for copies of green coffee 

in excess of five may be had at an additional dis- 

count of 10 percent. 


Biological control of insect pests in coffee 


Conclusions 











Coffee and Tea Industries WBF | COFFEE & TEA INDUSTRIES (formerly The Spice Mi 
suggests that orders for 106 Water Street, New York NY. — 


Attached find $ 
in Coffee Production Technology” at the special price of 
$2.50 each. 





os 
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© INCENTIVE MERCHANDISING 


Premiums are important in the thinking of coffee 


and tea packers. But timing is important . . . 


“seasonal trends in premium use” 


Every season presents its own peculiar premium oppor- 
tunities which grow out of the season itself—opportunities 
that do not possess the same responsive power in other 
seasons. 

The summer season is particularly adaptive for the tea 
and coffee industry. It is the season for cooling drinks. 
It is the season when every manufacturer of beverages 
seeks to reap the sales harvest. It is the season when 
these individuals increase their advertising, increase their 
dealer aids, make special premium offers. It is therefore, 
the season when the tea and coffee industry must make its 
counter offer or be content to sit by and watch the trade 
go to those who are alert enough to reach out and take it. 

Iced tea has its thousands of devotees. Iced coffee not 
so many and yet that volume is capable of almost unlimit- 
ed expansion if the proper promotional effort is used. 
Some twenty-five years ago when liquid coffee made an 
abortive appearance on the market a genuine effort was 
made to stimulate its sales during hot weather for the 
specific purpose of making iced coffee. Its use for mak- 
ing hot coffee could take care of itself, but it was argued, 
that if it could be popularized for making iced coffee than 
its sale for a double use was assured. 

This campaign, which oldtimers in the trade will recog- 
nize as being associated with Yuban Liquid Coffee, in- 
volved the offer of a very fine quality coffee glass free with 
the purchase of a certain size bottle of the coffee. News- 
paper advertising, and realistic window cut-out displays 
featuring Yuban and the premium glass, told the complete 
story and the simplicity of making iced coffee. The suc- 
cess of the campaign at that time was instantaneous. 

A survey of the largest national premium users indicates 
that the trend in successful premiums in today’s market is 
towards articles which may be classed as necessities. One 
source indicates that whereas several years ago the suc- 
cessful premium was in the luxury or semi-!uxury class; 
today the preium that offers a necessity either free in re- 
turn for a certain amount of patronage, or at its volume 
cost, is the one that influences the most sales. 

Thus the logical piace to begin with coffee as an iced 
beverage for hot weather might well be with coffee makers 
for those consumers whose taste runs to ground coffee, or 





B® No savings here... 


A California Senator has rashly proposed that 
the California budget can be cut by forbidding civil 
servant's coffee breaks. The Los Angeles Times sug- 
gests that it might be better if the legislators them- 
selves took longer coffee breaks. By spending less 
time at their desks the “Times” feels they might 
spend less of the taxpayet’s money. 
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with iced coffee glasses for this class of consumer and 
those who prefer the instant product. The modern auto- 
matic machinery in use today has enabled leading glass 
manufacturers to produce an exquisite line of iced tea and 
coffee glasses at prices which add to their appeal as 
premiums. These glasses make admirable premiums, 
either one, with a pound or two of coffee, or in combi- 
nation with a pitcher on a coupon deal. Some manu- 
facturers use them in a combination sale plan with one 
or two pounds of coffee, for a lump sum. 

One coffee roaster used this type of premium in the 
following manner. A combination price was made on a 
pound of coffee and one of the glasses, the combination 
price being just a trifle above the prevailing coffee price. 
But the thing that did the trick wa_ the announcement that 
every customer who kept on buying the product until she 
had secured six glasses, that fact to be proven by produc- 
ing the labels from the six coffee jars, was to receive a 
pitcher free with the next, or seventh pound of coffee, 
without the payment of anything above the mere price of 
the coffee. 

The offer found thousands of takers. How can such an 
offer be profitably be embarked upon. The answer is 
simplicity itself. The cost of the seven piece set, which 
includes the pitcher, is divided into six parts, and one of 
these parts is added to the special price of the coffee, on 
the assumption that the offer would result in the sale of 
seven pounds of coffee to the same customer. Thus when 
the sixth pound had been purchased, the full cost of the 
set has been returned, and the pitcher could be delivered 
at no additional cost, with the purchase of the seventh 
pound. 

This same plan has been employed successfully in con- 
nection with tea. It has the most effective result of secur- 
ing customers for the product, and at the same time hold- 
ing them as customers long after the promotional impact 
of the offer has been consumated. 

For both tea and coffee there are other summer premi- 
ums which fit in nicely with the summer “iced” theme. 
In the lower proced range the very popular iced tea and 
coffee spoons are worthy of mention, Available in either 
plate or glass, they are an item which most families can- 
not usually claim ownership of, Yet how often during 
the summer months does not one hear his wife complain 
of the fact that she has no silverware suitable for use with 
her iced tea or coffee? 

Coming down to appropriate premiums which are low 
enough in cost to be given free with each purchase of a 
pound of coffee, or a package of tea bags, one of the most 
appropriate for the summer months are coasters, These 
are available in a variety of materials, at very moderate 
cost. Glass, cork, or plastic, are on the market in a variety 
of shapes and sizes, and they come in beautiful shades, 
and colors, that will delight any housewife. The plastics 
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have the advantage of being unbreakable, a consideration 
if they are to be packaged as an integral part of the premi- 
um offer. 

What has been said so far relates to individual pur- 
chases. There is another field of collective purchases that 
affords an effective field for effective sales effort. Many 
church groups in communities all over the country con- 
sistently hold summer ‘covered dish” suppers. An en- 
terprising packer might well approach these church groups 
through a mailing, offering his particular brand of tea or 
coffee, at a saving, and at the same time on the combina- 
tion premium basis offering silver and glassware for the 
churches use. Such a procedure can do much to build up 
goodwill for a particular brand name. 

The use of premiums knows no geographical limits. 
Because it runs in what have been called “heart grooves’’ 
it makes its appeal whereever there are people to buy. A 
tie-in with the seasonal aspects of either the tea or coffee 
industry can hurry summer sales along. Where premiums 
are used effectively they carry with them a preferance- 
building, plus for the product or brands thus promoted. 


Kwik-Kafe becomes integrated 
department of Rudd-Melikian 


Rudd-Melikian, Inc., Hatboro, Pa., has announced the 
acquisition of all outstanding shares of common stock of 
Kwik Kafe Processors of America, Inc. The parent com- 
pany had held a majority of the shares since establishing 
the roaster firm in 1952. 

Kwik Kafe processes and packages coffee, tea, and 
coffee derivitives for use in Rudd-Melikian machines 
as well as the vending units of other companies. It will 
continue to operate in the same manner as a wholly in- 
tegrated department. 

The move is described as part of a long range expansion 
plan by K. Cyrus Melikian, executive vice president. The 
first step was taken last November when $500,000 worth 
of convertible subordinate debentures were offered to 
residents of the state of Pennsylvania. 

The newly integrated department currently produces 
taped coffee for the company’s fresh-brew machines, a 
new non-refrigerated tea concentrate used for making 
iced tea in vending machines, and a frozen tea concen- 
trate for use in vended hot tea. 


Colombia changes coffee 
export tax, retention 


Retention of parchment coffee has been increased and 
the ad valorem export tax has been reduced, the National 
Coffee Federation of Colombia has announced. 

Effective immediately, coffee retention is 131 kilo- 
grams instead of 8 of parchment coffee for each 70-kilo- 
gtam bag of excelso coffee shipped, and ad valorem tax 
is reduced to 9 percent from 15 percent. 

Also instituted January 1, the bonus of 8.85 pesos 
paid to private exporters for each bag of excelso coffee 
is discontinued. The measures were taken, according 
to spokesmen for the Federation, to avoid unfavorable 
repercussions on Colombian exports in the International 
coffee market. 
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WE'RE TRAVEL 
EXPERTS TO 
THE NEW YORK 
COMMODITY 
TRADE 


Let us plan those next trips to South 
America, or to the trade's two important 
upcoming conventions: 


ASTA — Hollywood, Fla. — April 23-27 
PCCA — Pebble Beach, Cal. — May 1 


MARGARET CONE TRAVEL SERVICE 


520 FIFTH AVENUE NEW YORK 36, N. Y. 
OXFORD 7-0796 








WHEN IN NEW YORK 
FAT AT EL PATIO... 


MANHATTAN’S 
OLDEST 
SPANISH 

RESTAURANT 


EL PATIO RESTAURANT 


90 BEAVER ST., NEW YORK 5 WH 4-9496 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES 


Ahi Trans Car—Ahimann Trans Caribbean Line 
Alcoa—Alcos Steamshi» Co. 
Af-Pac—African Pacific Line 
Am-Exp—Americen Export Lines 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Dia—Black Diamond Steamship Co. 
Bl-Star—Black Star Line Ltd. 
Brodin—Brodin Line 

Carib—Caribbean Central American Line 
Col—Columbus Line 
Coldemar—Coldemar Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks’ Cunard Service 
Daido—Daido Line 

Deita—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co. 
Farrell—Farrel! Lines 

Grace—Grace Line 
Granco—Grancolombiana (New York), Inc. 


Gu ulf & South American Steamship Co., Inc. 


GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd. 


Ports and dates are subject to change, should exigencies require. 


Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—/ndependence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lioyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 
PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 
R Neth—Roya! Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Stock—Stockard Shipping Co. 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 
Mi—Montreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


Moreover, lines may schedule sailings not shown in this schedule. 
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Your African coffee cargo has the e 
arriving at its best when it's shippe 


d via Farrell Lines—one of 
d carriers. 14 fast Farrell Liners 
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LATIN AMERICA 





BRAZIL 


Angra dos Reis 


3/10 Svensksund—Norton 
3/10 Mormacrio—Am-Rep 
3/16 Mormaccape—Am- Rep 
3/16 Del Campo—Delta 
3/19 Trader—Nopal 

3/19 Mormacoak—Am- Rep 
3/22 Siranger—Wes-Lar 
3/23 Mormacwrer—Am- Rep 
3/24 Cap Bonavista—Col 
3/25 Mormacyork—Am-Rep 
3/30 Del Aires—Deita 
4/13 Del Oro—Deita 
4/14 Burg Sparrenburg—Col 
4/15 Express—Nopal 

4/20 Dei Mundo—Delta 
5/5 Cap Castillo—Col 
5/26 Cap Bonavista—Col 


Paranagua 


3/7 Aquapey—Arg-State 
3/10 Mormacrey—Pac-Rep 
3/10 Cabo Frio—Lioyd 
3/11 Mormaccape—Am- Rep 
3/13 Del Campo—Delta 
3/15 Siranger—Wes-Lar 


NY3/26 Bo3/29 Pa3/31 Ba4/1 
NY3/26 603/29 Ba3/31 Pa4/2 
NY3/31 Bo4/3 Nf4/5 Bad/6 Pa4/7 
N04/3 Ho4/7 

N04/3 Ho4/6 

Jx4/6 NY4/10 Bo4/13 Pa4/15 Ba4/17 
LA4/18 SF4/21 Po4/27 Se4/29 Va5/1 
NY4/8 Bo4/11 Pa4/13 Ba4/15 Nf4/16 
NY4/7 Bo4/11 Pa4/14 Ba4/16 

Ba4/12 Pa4/14 NY4/i5 Bo4/18 Ha4/20 
N04/17 Ho4/20 

N04/30 H05/4 

NY4/30 Pa5/3 Ba5/4 Bo5/6 MI5/11 
N04/30 Ho5/3 

NO5/8 Ho5/12 

NY5/19 Bo5/22 Pa5/24 Ba5/25 
NY6/9 Bo6/13 Pa6/15 Ba6/17 


NY3/25 

LA4/5 SF4/8 Va4/17 Se4/18 Po04/20 
N03/29 Ho4/2 

NY3/31 Bo4/3 Nf4/5 Ba4/6 Pa4/7 
N04/3 Ho4/7 

LA4/18 SF4/21 Po4/27 S$e4/29 Va5/1 


3/16 Mormacoak—Am- Rep 
3/17 Trader—Nopal 

3/17 Guanabara—Lioyd 
3/19 Mormacwren—Am- Rep 
3/20 Del Norte—Deita 
3/22 Mormacgulf—Pac- Rep 
3/22 Mormacyork—Am- Rep 
3/25 America—Lioyd 

3/27 Del Aires—Deita 
3/27 Anne Christina—Hol-Pan 
3/27 Canada—Lloyd 

4/3 Del Sud—Delta 

4/5  Mormacsurf—Pac- Rep 
4/7 Guatemala—Lioyd 
4/10 Nicaragua—Lioyd 
4/10 Matian Maria—Hol-Pan 
4/10 Del Oro—Delta 

4/11 Burg Sparrenberg—Co! 
4/13 Express—Nopal 

4/17 Uruguai—Lioyd 

4/17 Del Mundo—Deita 
4/25 Cabo $. Roque—Lioyd 
4/27 Ecuador—Lloyd 

5/2 Cap Castitlo—Col 
5/23 Cao Bonavista—Col 


Rio de Janeiro 
3/10 Birgitte—Torm 


3/10 Nordglimt—Nopal 
3/10 Svensksund—Norton 
3/11 Mormacrio—Am-Rep 
3/11 Rio Jache!—Arg-State 


ship sailings 


NY4/10 Bo4/13 Pa4/15 Ba4/17 
N04/3 Ho4/6 

NY4/6 

NY4/8 Bo4/11 Pa4/13 Ba4/15 Nf4/16 
N04/5 Ho4/12 

LA4/18 SF4/21 Va5/1 Se5/2 Po05/4 
Ba4/12 Pa4/14 NY4/15 Bo4/18 Ha4/20 
N04/13 Ho4/16 

N04/17 Ho4/20 

NY4/17 Bo4/19 Ba4/22 Pa4/25 
NY4/16 

N04/19 Ho4/26 

LA5/2 SF5/5 Va5/15 Se5/16 Po05/18 
NY4/27 

N04/29 Ho5/4 

NY5/1 Bo5/3 Ba5/5 Pa5/6 

N04/30 Ho5/4 

NY4/30 Pa5/3 Ba5/4 Bo5/6 MI5/11 
N04/30 Ho5/3 

NY5/7 

NO5/8 Ho5/12 

N05/14 Ho5/18 

NY5/17 

NY5/19 Bo5/22 Pa5/24 Ba5/25 
NY6/9 Bo6/13 Pa6/15 Ba6/17 


NY3/25 Bo3/28 Pa3/30 HR3/31 Ba4/1 
Chsn4/5 

N03/24 Ho03/26 

NY3/26 Bo3/29 Pa3/31 Ba4/4 

NY3/26 Bo3/29 Ba3/31 Pa4/2 

NY3/25 
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here comes the pitch! 


We'll make our pitch (sales pitch that is) short— 
and right to the point! We believe that the com- 
bination of attractive, competitive rates and, vessels 
that specialize in the transportation of coffee make 
Baron lino hard to beat. So, call BO 9-6000 before 
booking your next shipment from Mombasa and 
Dar-es-Salaam. 


FAST, 


MODERN VESSELS 


SAILING MONTHLY 


Agent at Dar-es-Salaam, Mombasa, Tanga; 
Dodwell & Co. (East Africa) Ltd. 


INDEPENDENT 
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Paraguai—Lloyd 
Cabo Frio—Lioyd 
Mormacgulf—Pac-Rep 
Mormaccape—Am - Rep 
Cel Campo—Deita 
Trader—Nopal 
Guanabara—Lloyd 
Mormacoak—Am-Rep 
Del Norte—Deita 
Siranger—Wes - Lar 
Mormacwren—Am-Rep 
Mormacyork——Am - Rep 
Mormacsurf—Pac - Rep 
America—tLloyd 
Canada—-Lioyd 

Del Aires—Delta 
Rio Tunuyan—Arg- State 
Dei Sud—Delta 
Guatemala—tLloyd 
Nicaragua—Llioyd 

Del Oro—Deita 
Express—Nopal 

Del Mundo—Delta 
Uruguai—Lloyd 

Cabo S. Roque—Lioyd 
Ecuador—tloyd 


Santos 


3/8 


Rio Aquapey—Arg- State 


3/10 Rio Jachal—Aryg-State 
12 Cab Frio—Lioyd 
15 Mormaccape—Am - Rep 


18 Mormacoak—Am - Rep 


NY3/27 

N03/29 Ho4/2 

LA4/18 SF4/21 Va5/1 Se5/2 Po5/4 
NY3/31 Bo4/3 Nf4/5 Ba4/6 Pa4/7 
NO4/3 Ho4/7 

NO04/3 Ho04/6 

NY4/6 

Jx4/6 NY4/10 Bo4/13 Pa4/15 Ba4/17 
N04/5 Ho4/12 

LA4/18 SF4/21 Po04/27 Se4/29 Va5/1 
NY4/8 Bo4/11 Pa4/13 Ba4/15 Nf4/16 
Ba4/12 Pa4/14 NY4/15 Bo4/18 Ha4/20 
LAS/2 SF5/5 Va5/15 Se5/16 P05/18 
NO04/13 Ho04/16 

NY4/16 

N04/17 Ho4/20 

NY4/15 

NO04/19 Ho4/26 

NY4/27 

NO04/29 Ho5/4 

N04/30 Ho5/4 

N04/30 Ho5/3 

NO5/8 Ho5/12 

NY5/7 

NO5/14 H05/18 

NY5/17 


NY3/25 

NY3/25 

NO3/29 Ho4/2 

NY3/31 Bo4/3 Nf4/5 Ba4/6 Pa4/7 
NO4/3 Ho4/7 

4x4/6 NY4/10 Bo4/13 Pa4/15 Ba4/17 


VBE NN NNN AN A 
KP SSRSISNNANHSRS 


eee Oo 


NN 


Guanabara—Loyd 
Siranga—Wes - Lar 
Mormacguif—Pac - Rep 
Dei Norte—Deita 

Cap Bonavista—Col 
Mormacwren—Am - Rep 
Mormacyork—Am - Rep 
America—Lioyd 

Anne Christina—Hol - Pan 
Del Aires—Deita 
Canada—Lioyd 

Rio Tunuyan—Arg- State 
Mormacsurf—Pac - Rep 
Del Sud—Delta 
Guatemala—-Lloyd 
Marian Maria—Hol - Pan 
Nicaragua—Lloyd 

Del Oro—Delta 

Burg Sparrenberg—Coi 
Express——Nopal 

Del Mundo—Deita 
Uruguai—Lloyd 

Cabo S. Roque—Lioyd 
Equador—Lloyd 

Cap Castillo—Col 

Cap Bonavista—Col 


Victoria 


3/11 
3/16 
3/19 
3/21 
3/31 
4/2 

4/15 


Nordg|imt—Nopa! 
Cabo Frio—Lioyd 
Del Camp—Deita 
Trader—Nopal 

America—Lioyd 

Del Aires—Deita 
Del Oro—Delta 


NY4/6 

LA4/18 SF4/21 Po4/27 Se4/29 Va5/1 
LA4/18 SF4/21 Wa5/1 Se5/2 Po05/4 
N04/5 Ho4/12 

NY4/7 Bo4/11 Pa4/14 Ba4/16 
NY4*8 Bo4/1l Pa4/13 Ba4/15 Nf4/16 
Ba4/12 Pa4/14 NY4/15 Bo4/18 Ha4/20 
NO04/13 Ho4/16 

NY4/17 Bo4/19 Ba4/22 Pa4/25 
NY4/17 Ho04/20 

NY4/16 

NY4/15 

LAS5/2 SF5/5 Va5/15 Se5/16 Po5/18 
N04/19 H04/26 

NY4/27 

NY5S/1 Bo5/3 Ba5/5 Pa5/6 

NO4/29 Ho5/4 

N04/30 Ho5/4 

NY4/30 Pa5/3 Ba5/4 Bo5/6 MI5/11 
N04/30 Ho5/3 

NO5/8 Ho5/12 

NY5/7 

NO5/14 Ho5/18 

NY5/17 

NY5/19 Bo5/22 Pa5/24 Ba5/25 
NY6/9 Bo6/13 Pa6/15 Ba6/17 


N03/24 Ho3/26 
NO3/29 Ho4/2 
NO4/3 Ho4/7 
N04/3 Ho4/6 
NO4/13 Ho4/16 
N04/17 Ho4/20 
N04/30 Ho5/2 


3 
3 
3/15 Del Campo—Delta 
3 
3 


18 Trader—Nopal NO4/3 Ho04/6 4/16 Nicaragua—Lioyd N04/29 Ho5/4 











AFRICA SERVICE 
Fast Monthly Sailings 
FROM: 

East Africa, Djibouti and Assab 
VIA: Mediterranean 
TO: Atlantic Coast Ports, New 
Orleans* and Pacific Coast Ports 


Optional Biils of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 
New Orleans 
Strachan Shipping Co. 
1607 American Bank Bldg. 
San Francisco 
Transpacific Transportation Co. 
351 California Street 
Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


* Direct or with transshipment 


WHICHEVER WAY YOU GO — GO NEDLLOYD 


INDUSTRIES 
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COFFEE & TEA and The Flavor Fieia 








4/17‘ Express—Nopai 
4/23 Del Mundo—Delta 
5/1 Cabo S. Roque—Lioyd 


COLOMBIA 


Buenaventura 


3/10 Cd de Pasto—Granco 
3/12 Farmer—Guif 

3/15 Santa Ines—-Grace 

3/17 Cd de Armenia—Granco 
3/19 Merchant—Gulf 

3/21 Cd de tbague—Granco 
3/21 Santa Fe—Grace 

3/22 Santa Luisa—Grace 

3/23 Cd de Manizales—Granco 
3/24 Cd de Barranquilla—Granco 
3/31 Santa Adela—Grace 

4/1 Cd de Guayaquil—Granco 
4/18 Santa Flavia—Grace 


Cartagena 
3/13 Cd de Cuenca Johan—Granco 


ECUADOR 
Guayaquil 


3/11 Santa Cecilia—Grace 
3/12 Santa Ines—Grace 

3/13 Cd de Armenia—Granco 
3/14 Cd de Manizales——Granco 
3/17 Cd de Ibague—Granco 
3/18 Santa Olivia—Grace 


N04/30 Ho5/3 
NO5/8 Ho5/12 
NO5/14 Ho05/18 


Ba3/16 Pa3/17 NY3/19 
Ho3/17 NO3/21 

NY3/22 Ba3/24 Pa3/28 
Ba3/23 Pa3/24 NY3/26 
Ho3/31 NO4/1 

Ho3/29 N04/3 

LA3/30 SF4/1 Po4/5 Se4/7 
NY3/29 

LA4/2 SF4/6 Va4/19 
Ba3/30 Pa3/31 NY4/2 
LA4/12 SF4/14 P04/18 Se4/20 
Ho4/9 NO4/14 

LA4/27 SF4/30 Se5/5 


NY3/22 


NY3/20 

NY3/22 Ba3/24 Pa3/28 
Ba3/23 Pa3/24 NY3/26 
LA4/2 SF4/6 Va4/19 
Ho3/29 N04/3 

NY3/27 Ba3/31 Pa4/4 


3/19 Santa Luisa—Grace 
3/20 Cd de Barranquilla—Granco 
3/27 Cd de Guayaquil—Granco 


EL SALVADOR 
La Libertad 


3/24 Managua—Mam 


La Union 
3/25 Managua—Mam 


GUATEMALA 
Pt. Barrios 


3/11 Christiane—UF ruit 

3/14 Cd de Popayan Marianne— 
Granco 

3/15 Zephyr—UFruit 

3/16 Karl Christian—Carib 

3/18 Box Hill—UFruit 

3/19 Arctic Tern—UFruit 

3/21 Maryland—French 

3/23 G. Ferraris—titalian 

3/25 Leith Hill—UFruit 

3/26 Arctic Gull—UFruit 

4/1 — Christiane—U Fruit 

4/4 Zephyr—U Fruit 

4/8 Box Hill—UFruit 

4/9 = Arctic Tern—UF uit 

4/15 Leith Hill—UFruit 

4/16 Arctic Gull—UF it 

4/18 Michigan—French 


ship sailings 


NY3/29 
Ba3/30 Pa3/31 NY4/2 
Ho4/9 NO04/14 


Ho4/5 N04/9 


Ho4/5 N04/9 


Ho3/16 N03/19 


Ho3/19 NO3/22 
NY3/23 
NY3/24 
403/23 N0O3/26 
NY3/27 


LA3/27 SF3/30 Va4/6 Se4/9 P04/13 
LA3/28 SF3/31 Po4/3 Se4/8 Va4/11 


Ho3/30 N04/1 

NY4/3 

Ho4/6 N04/8 

NY4/11 

Ho4/13 NO4/15 

NY4/17 

Ho4/20 N04/22 

NY4/24 

LA4/24 SF4/27 Va5/2 Se5/5 Po5/6 








R OPAL 





THE NORTHERN PAN-AMERICA LINE A/S 
Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 





MARCH, 1961 





Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 
sailings from MOLLER STEAMSHIP COMPANY, INC. 
Agents 
poe ony gel 30 Broad Street, New York 4,N.Y.* HAnover 2-1500 
West African Agents 
ee MATADI: Acswit, bx C. ALR. L., “986 ae Vivi, P.O. Box 36, Matadi, 
gion Congo. 
DOUALA: Societe Navale Deimos Vieljeux, P.O. Box 263, Douala, 
REE WN emereens. 
oo diane liners ABIDJAN: ‘st Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
Ship your cargo via 


. Box 1281, Abidjan, Ivory Coast. 
cniiadaas Liberia wa ated P.O. Box 125, Monrovia, Liberia. 
THE BLUE LINERS — 
MAERSK LINERS® 


FREETOWN: Scandi yoavien Limited, 9 Gloucester St., 
P.O. “yr en Sierra Leone. 











A. Pacinotti—jtalian 
Christiane—U Fruit 
Zephyr——U Fruit 

Box Hill—U Fruit 


HONDURAS 


Belize 
3/17 Karl Christiar—Carib 


Pt. Cortes 


Zephyr—U Fruit 
Karl Christian—Carib 
Box Hill—UFruit 
Arctic Tern—U Fruit 
Leith Hill—U Fruit 
Arctic Gull—U Fruit 
Christiane—U Fruit 
Zephyr—U Fruit 

Box Hill—UF ruit 
Arctic Tern—U Fruit 
Leith Hilh—U Fruit 
Arctic Gull—U Fruit 
Christiane—U Fruit 
Zephyr—U Fruit 

Box Hill—UFruit 


eS Seeaeeew 


NICARAGUA 


Corinto 


3/27 Managua—Mam 


PUERTO RICO 
San Juan Del Sur 


3/10 Mataura—Mam 
3/28 Managua—Mam 


ANGOLA 


Ambriz 


3/17 Del Valle—Deita 
4/13 Del Alba—Deits 


Lobito 


3/12 Burcke!—B - Afr 
3/26 Steenstraete—B-Afr 


LA4/25 SF4/29 Po5/3 Se5/9 Va5/11 
04/27 N04/29 

NYS/2 

Ho5/4 NO05/6 


NY3/23 
NY3/24 

Ho3/23 NO3/26 
NY3/27 

Ho3/30 NO4/1 
NY4/3 

Hot/6 N04/8 
NY4/11 

Ho4/13 NO4/15 
NY4/17 

Ha4/20 NO4/22 
NY4/24 

Ho4/27 NO04/29 
NYS/2 

Ho5/4 NO05/6 


Ho4/5 NO04/9 


NY3/24 
Ho4/5 NO4/9 


AFRICA 


Luanda 


3/14 Branco—Nopal 
3/18 Del Valle—Delta 
3/19 Burckel—B-Afr 
3/23 Afr Glade—Farrell 
3/29 Afr Pilot—Farrel! 
4/2  Steenstraete—B-Afr 
4/16 Vobeke Guiwa—Guif 
5/16 Jessie Guiwa—Gulf 


Porto Amboin 


3/19 Del Valle—Deita 
4/17 Del Alba—Deita 


BELGIAN CONGO 


Matadi 


3/16 Del Valle—Deita 
3/21 Steenstraeie—B - Afr 
3/21 Ras Maersk—Moller 
3/25 Afr Glade—Farrell 
3/31 Afr Pilot—Farrell 
4/1 = Ras Maersk—Moller 
4/10 Vibeke Guiwa—Nopal 
4/12 Del Alba—Delta 
5/10 Jessie Gulwa—Nopgal 


FRENCH CAMEROUNS 
Douala 


3/11 Afr Glade—Farrel! 
3/20 Branco—Nopal 

3/29 Vigrid—Sev-Stars 

4/5 Beyla—Bi-Dia 

4/11 Fernfiord—Am-WAfr 
4/20 Clio—Bi-Star 

4/22 Vibeke Guiwa—Nopal 
4/22 Fernspring—Am-WAfr 
5/15 Ings Toft—Bi-Star 
5/22 Jessie Guiwa—Nopal 


FRENCH SOMALILAND 
Djibouti 


Steel Architect—Iisthmian 
Stee! Artisan—Isthmian 
Steel Advocate—Isthmian 
Hohenfels—Hansa 

Stee! Vendor—isthmian 
Samarinda—tLioyd 


Stee! Kiny—Isthmian 
Steel Executive—isthmian 


N04/12 Ho4/19 
N04/10 
NY4/3 
NY4/21 
NY4/27 
NY4/17 
NO5/15 Ho5/21 
N06/14 Ho06/21 


N04/10 

NY4/17 

NY5/1 LA5/26 SF5/28 
NY4/21 

NY4/27 

NY5/1 LA5/26 SF5/28 
NO5/15 Ho5/21 
N05/8 

N06/14 Ho6/21 


NY4/21 

NO4/12 Ho4/19 

NY4/26 Pa4/28 Ba5/1 Nf5/2 
NY4/28 

USA5/15 


NY5/19 Pa5/23 Ba5/25 Nf5/26 


NO5/15 Ho5/21 
USA5/30 
NY6/14 

N06/14 Ho06/21 


NY3/29 NO4/8 
Bo3/9 NY3/30 
Bo4/15 NY4/16 
NY4/25 
N04/17 


NY3/27 LA4/12 SF4/15 Se4/19 Va4/22 


NY4/26 NO5/5 
Bo4/26 NY4/28 


Po5/11 


46 COFFEE & TEA INDUSTRIES and The Flavor Field 





A Partner of the Coffee Industry since 1919 


| 





TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS ... FROM 


SOUTH AMERICA 
PARANAGUA, SANTOS, RIO DE JANEIRO 
VICTORIA Regular Weekly Sailings 


\— 
WEST AFRICA 
ANGOLA, CAMEROONS, IVORY COAST 
LIBERIA and REPUBLIC of CONGO 


NEW YORK @ CHICAGO 
MISSISSIPPL SHIPPING CO, INC, NEW ORLEANS ST. LOUIS © HOUSTON 
AGENTS: 


RIO DE JANEIRO: DELTA ABIDJAN & DOUALA 
a ‘ Union Maritime ot Comerciale 
Rua Visconde Inhauma 134 


SANTOS: DELTA LINE, INC. 
Praca do Republica 87 








LUANDA 
Hull, Blyth (Angola), Ltd. 


LOBITO & MATADI 


Agence Maritime Internationale S.A. 


Direct Regular Service 








Neidenfels—Hansa 

Steel Surveyor—isthmian 
Steel Rover—Isthmian 
Exhibitor—Am - Exp 


Liebenfels—Hansa 
Lombok—Lloyd 


Exemplar—Am - Exp 


GHANA 
Takoradi 


3/13 
3/21 
4/4 

4/9 

4/10 
4/20 
4/25 
4/27 
5/1 

5/25 


Tana—Am-WaAfr 
Ferngrove 
Vigrid—Sev- Stars 
Tatra—Am-WaAfr 
Ras Maersk—Moller 
Fernfiord—Am -WAfr 
Vibeke Gulwa—Nopal 
Clio—Bi - Star 
Fernspring—Am -WAfr 
Jessie Gu!lwa—Nopal 


IVORY COAST 
Abidjan 


3/12 
3/15 
3/15 
3/15 
3/15 
3/16 
3/25 
3/25 
3/26 
3/28 
4/5 

4/10 
4/10 
4/12 
4/13 
4/15 
4/15 
4/22 
4/24 
4/28 
5/4 

5/5 

5/28 


Boffa—BI-Dia 
Obuasi—Eld-Dem 
Tana—Am-WAfr 
Else Maersk—Moller 
Afr Grove—Farrel! 
Afr Sun—Fa:rell 
Del Valle—Delta 
Ferngrove—Am-WAfr 
Branco—Nopal 
Kindat—Eld-Dem 
Afr Glade—Farrell 
Afr Pilot—Farrell 
Vigrid—Sev-Stars 
Beyla—B!-Dia 
Tatra—Am-WAfr 
Shonga—Eld-Dem 
Ras Maersk—Moller 
Del Alba—Deita 
Fernfiord—Am -WAfr 
Vibeke Guiwa—Nopal 
Clio—BI - Star 
Fernspring—Am -WAfr 
Jessie Guiwa—Nopal 


KENYA 
Mombasa 


3/ll 


MARCH 


Motoshima Maru—Baron 
1961 


NY5/13 

N05/12 

Bo5/11 NY5/12 

Bo5/14 NY5/16 Pa5/19 HR5/21 Chsn5/25 
Ba5/29 

NY5/13 

NY5/28 LAG6/12 SF6/15 Se6/21 Va6/23 
Bo7/8 

Bo5/31 NY6/2 ®a6/5 HR6/7 Chsn6/11 
Ba6/15 


USA3/31 

USA4/15 

NY4/26 Pa4/28 ba5/1 Nf5/2 
USA5/1 

NY5/1 LA5/26 SF5/28 

USA5/15 

NO5/15 Ho5/21 

NY5/19 Pa5/23 Ba5/25 Nf5/26 
USA5/30 

NG6/14 Ho6/21 


NY3/29 

NY3/31 Pa4/25 
USA3/31 

NY3/31 LA4/26 SF4/28 
NY4/1 

NY4/1 

N04/10 

USA4/15 

N94/12 Ho4/19 
MI4/16 Pa4/26 
NY4/21 

NY4/27 

NY4/26 Pa4/28 Ba5/1 Nf5/2 
NY4/28 

NY5/1 

NY5/2 Pa5/5 

NY5/1 LA5/26 SF5/28 
N05/8 

USA5/15 

NO5/15 Ho5/21 
NY5/19 Pa5/23 Ba5/25 Nf5/26 
USAS/30 

N06/14 Ho6/21 


NY4/15 


3/17 ermachay—Robin 
3/20 Afr Patriot—Farrell 
3/30 Samarinda—Lioyd 

4/3 = Afr _Lightning—Farreli 
4/12 Kaneshima Maru—Baron 
4/16 Robin Gray—Robin 

4/30 Lombok—Lioyd 


5/1 Afr Crescent—Farrell 
5/5 Afr Moon—Farrell 
5/12 Kaneshima Maru—Baron 
6/12 Afr Rainbow—Farrell 


MALAGASY 


Tamatave 


4/2 —_ Locksley—Robin 
5/13 Hood—Robin 


MOZAMBIQUE 
Beira 


3/16 Afr Patriot—Farrell 
3/30 Afr Lightning—Farrell 
4/27 Afr Crescent—Farrell 
5/11 Afr Moon—Farrell 

6/8 Afr Rainbow—Farrell 


NIGERIA 


Lagos 


Othem—Eid-Dem 
Ferngrove—Am-WAfr 
Vigrid-—Sev- Stars 
Kindat—Eld-Dem 
3/27 Tatra—Am-WAfr 
3/28 Ras Maersk—Moller 
4/7 ~~‘ Fernfiord—Am-WAfr 
4/7  Shonga—Eld-Dem 
4/13 Clio—BI-Star 

4/18 Fernspring—Am-WAfr 


TANGANYIKA 


Dar es Salaam 
3/25 Samarinda—Lioyd 


3/10 
3/10 
3/20 
3/20 


Afr Patriot—Farrell 
Kaneshima Maru—Baron 
Afr Lightning—Farrell 
Lombok—Lloyd 


3/28 
4/10 
4/11 
4/24 


5/9 Afr Crescent—Farreli 
5/23 Afr Moon—Farrell 
6/20 Afr Rainbow—Farreli 


ship sailings 


Bo4/16 NY4/18 

Bo4/28 N04/30 

NY4/26 LA5/12 SF5/15 Se5/19 Va5/22 

Bo5/11 NY5/13 

nY5/18 

Bo5/20 NY5/21 

NY5/28 LAG/i2 SF6/15 Se6/21 Va6/23 
Po7/8 

Bo6/8 NY6/10 

Bo6/22 NY6/24 

NY5/18 

Bo7/20 NY7/22 


Bo5/3 NY5/5 
Bo6/13 NY6/14 


Bo4/28 NY4/30 
Bo5/11 NY5/13 
Bo6/8 NY6/10 
Bo6/22 NY6/24 
Bo7/20 NY7/22 


Pa4/1 

USA4/15 

NY4/26 Pa4/28 Ba5/1 Nf5/2 
Pa4/26 MI4/16 

USA5S/1 

NY5/1 LA5/26 SF5/28 
USAS/15 

NY5/2 Pa5/5 

NY5/19 Pa5/23 Ba5/25 Nf5/26 
USA5/30 


NY4/26 LAS/12 SF5/15 Se5/19 Va5/22 
P06/8 

Bo3/30 NY4/1 

NY5/18 

Bo5/11 NY5/13 

NY5/28 LAG6/12 SF6/15 Se6/21 Va6/23 
Po7/8 

Bo6/8 NY6/10 

Bo6/22 NY6/24 

Bo7/20 NY7/22 








Il 





SUPERIOR SERVICE FROM BRAZIL TO 
UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 


GENERAL AGENTS 
NEW YORK 4, NEW YORK 


CABLE: TORMLINE 


24 STATE STREET 











Tanga 
Mormacbay—Robin 


Afr Patriot—Farrel! 
Samarinda—tloyd 


Afr Lightning—Farreli 
Afr Crescent—Farrel! 
Afr Moon—F arrell 
Lombok—Lloyd 


Afr Rainbow—F arreli 


INDIA 
Calcutta 


3/10 Steel Vendor—isthmian 
3/21 Express—Am- Exp 


3/30 Steel King—Iisthmian 
4/9 Exhibitor—Am- Exp 


10 Steel Surveyor—Iisthmian 
21 + Exemplar—Am- Exp 


Cochin 


3/20 Steel Advocate—Iisthmian 

3/27 Coolidge—Am - Pres 

3/28 Peter Maersk 
Dene—Kerr 


Steel King—Isthmian 
Polk—Am -Pres 

Lexa Maersk—Maersk 
Steel Rover—isthmian 


Bo4/16 NY4/18 

Bo4/28 NY4/30 

NY4/26 LAS/12 SF5/15 Se5/19 Va5/22 
P06/8 

Bo5/11 NY5/13 

Bo6/8 NY6/10 

Bo6/22 NY6/24 

NY5/28 LAG/12 SF6/15 Se6/21 Va6/23 
Po7/8 

Bo7/20 NY7/22 


ASIA 


NO4/17 

BoS/1 NY5/3 Pa5/6 HR5/8 Chsn5/12 
Ba5/16 

NY4/26 NOS/5 


Bo5/14 NY5/16 Pa5/19 HR5/21 Chsn5/25 


Ba5/29 
NO5/17 
BoS/31 NY6/2 Pa6/S HR6/7 Chsn6/11 
Ba6/15 


Bo4/15 NY4/16 

NY4/29 Bo5/3 Pa5/5 Ba5/6 HRS/8 

NY4/21 

Ha4/28 Bod/30 NY5/2 Ba5/6 Nf5/7 
N05/16 

NY4/26 NOS/S 

NY5/15 Bo5/19 Pa5/22 HRS/23 

NYS/5 

BoS/11 NY5/12 











iVARAN 
ines. 


AGENCIA de 
VAPORES GRIEG S/A 


Rie de Janeiro 
Praca Masa 7 


Santes 
Praca de Republica 46 











5/2 


6/3 


Cairn—Kerr 


Silverstream—K err 


Saigon 


3/24 
3/26 
3/30 
4/1 

4/15 


Leise—Maersk 
Polk—Am-Pres 
Johnson—Am- Pres 
Susan—Maersk 
Maren—Maersk 


INDONESIA 
Djakarta 


3/16 
3/22 


7 
2 
/6 


4/12 


Stee! Executive—Isthmian 
Madison—Am- Pres 


Steel Rover—isthmian 
Leise—Maersk 
Johnson—Am - Pres 


Lica—Maersk 


JAPAN 


Kobe 


3/10 
3/ll 
3/12 
3/13 
3/16 
3/22 
3/25 
3/26 
3/28 
3/30 
4/3 

4/10 
4/10 
4/11 
4/15 
4/22 
4/24 
4/25 
4/26 
5/11 


Cleveland—~Am- Pres 
Marit—Maersk 

Oregon Maru—K Line 
Moor—Pioneer 
Taylor—Am - Pres 

Yamawaka Maru—Yamashita 
Mist—Pioneer 
Jeppesen—Maersk 

Nevada Maru—K Line 
Myth—Pioneer 
Wilson—Am- Pres 
Main—Pioneer 
Garfield—Am - Pres 
Sally—Maersk 
Hoover—Am - Pres 

Yamakimi Maru—Yamashita 
Van Buren—Am - Pres 
Cleveland—Am - Pres 
Nicoline—Maersk 
Susan—Maersk 


Nagoya 


3/12 
3/13 
3/14 
3/17 
3/26 
3/27 
3/29 
3/31 
4/3 

4/ll 
4/ll 
4/12 
4/27 
5/12 


Marit—Maersk 
Oregon Maru—K Line 
Moor—Pioneer 
Taylor—Am - Pres 
Mist—Pioneer 
Jeppesen—Maersk 
Nevada Maru—K Line 
Myth—Pioneer 
Fillmore—Am - Pres 
Main—Pioneer 
Garfield—Am - Pres 
Sally——Maersk 
Nicoline—Maersk 
Susan—Maersk 


ship sailings 


Ha5/30 Bo6/1 NY6/3 Pa6/6 Ba6/7 Nf6/8 
N06/17 
Ha6/30 Bo7/2 NY7/4 Pa7/7 Ba7/8 Nf7/9 
N07/18 


NY5/26 

NY5/15 Bo5/19 Pa5/22 HR5/23 
NY5/28 Pa6/2 Ba6/3 Bo6/5 HR6/10 
SF5/25 NY6/11 

LA6/12 NY6/27 


Bo4/26 NY4/28 

LA4/26 NY5/12 Pa5/17 Ba5/18 Bo5/21 
HR5/26 

Bo5/11 NY5/12 

NY5/26 

LA5/12 NY5/28 Pa6/2 Ba6/3 Bo6/5 
HR6/10 

NY6/4 


SF3/24 LA3/29 

SF3/25 NY4/11 

LA3/26 NY4/8 

NY4/6 Ba4/10 Nf4/12 Pa4/14 Bo4/17 
SF3/30 LA4/2 $D4/8 

NY4/17 Pa4/22 Ba4/23 Nf4/26 
NY4/19 Ba4/23 Nf4/25 Bo4/27 
LA4/12 NY4/27 

SF4/12 NY4/26 

NY4/24 Ba4/28 Nf4/30 Pa5/2 Bo5/5 
S$F4/17 

NY5/5 Ba5/9 Nf5/11 Pa5/13 
SF4/24 LA4/27 $D5/3 

SF4/25 NY5/12 

SF4/28 

NY5/18 Pa5/23 Ba5/24 Nf5/26 
SF5/10 LA5/13 $05/19 

SF5/9 

LA5/12 NY5/28 

SF5/25 NY6/11 


SF3/25 NY4/11 

LA3/26 NY4/8 

NY4/6 Ba4/10 Nf4/12 Pa4/14 Bo4/17 
SF3/30 LA4/2 S$04/8 

NY4/19 Ba4/23 Nf4/25 Pa4/27 
LA4/12 NY4/27 

SF4/12 NY4/26 

NY4/24 Ba4/28 Nf4/30 Pa5/2 Bo5/5 
LA4/17 $04/22 SF4/25 

NY5/5 Ba5/9 Nf5/11 Pa5/13 
SF4/24 La4/27 $05/3 

SF4/25 NY5/12 

LAS/12 NY5/28 

SF5/25 NY6/11 
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Shimizu 


3/13 
3/14 
3/15 
3/18 
3/24 
3/27 
3/30 
4/i 

4/12 
4/12 
4/12 
4/24 
4/26 
4/28 
4/13 


Marit—Maersk 

Oregon Maru—K Line 
Moor—Pioneer 
Taylor—Am - Pres 
Yamawaka Maru—Yamashita 
Mist—Pioneer 

Nevada Maru—K Line 
Myth—Pioneer 
Garfield—Am - Pres 
Sally—Maersk 
Main—Pioneer 
Yamakimi—Yamashita 
Van Buren—Am- Pres 
Nicoline—Maersk 
Susan—Maorsk 


Yokohama 


3/12 
3/15 
3/16 
3/16 
3/20 
3/26 
3/28 
3/31 
4/3 

4/3 

4/5 

4/5 

4/14 
4/14 
4/15 
4/17 
4/26 
4/27 
4/28 
4/30 
5/15 


Cleveland—Am - Pres 
Marit—Maersk 
Moor—Pioneer 

Oregon Maru—K Line 
Taylor—Am - Pres 
Yamawaka Maru—Yamashita 
Mist—Pioneer 
Jeppesen—Maersk 
Myth—Pioneer 
Nevada Maru—K Line 
Wilson—Am - Pres 
Fillmore—Am - Pres 
Garfield—Am-Pres 
Main—Pioneer 
Sally—Maersk 
Hoover—Am-Pres 
Yamakimi Maru—Yamashita 
Cleveland—Am-Pres 
Van Buren—Am-Pres 
Nicoline—Maersk 
Susan—Maersk 


PAKISTAN 
Karachi 


3/17 
4/3 
4/14 


Arthur—Am- Pres 
Coolidge—Am-Pres 
Polk—Am- Pres 


CEYLON 


Colombo 


3/13 
3/15 
3/18 
3/25 
3/25 
3/31 
4/6 

4/13 
4/14 
4/25 
5/6 


Limburg—JavPac 

Steel Vendor—Isthmian 
Steel Advocate—Iisthmian 
Peter—Maersk 
Coolidge—Am-Pres 
Steel King—Isthmian 
Lexa—Maersk 

Steel Rover—isthmian 
Steel Surveyor—isthmian 
A vessel—Maersk 
Lica—Maersk 


HONG KONG 


3/13 
3/14 
3/18 
3/18 
3/18 
3/24 
3/29 
3/30 
4/3 

4/6 

4/ll 
4/14 
4/18 
4/21 
4/26 


5/3 


MARCH, 


Mist—Pioneer 

Yamawaka Maru-——Yamashita 
Myth—Pioneer 
Jeppesen—Maersk 

Nevada Maru—K Line 
Fillmore—Am - Pres 
Main—Pioneer 
Wilson—Am - Pres 
Sally—Maersk 

Kamikawa Maru—K Line 
Hoover—Am - Pres 

Yamakimi Maru—Yamashita 
Nicoline—Maersk 
Cleveland—Am- Pres 
Johnsor—Am - Pres 


Susar-—M aersk 


1961 


SF3/25 NY4/11 

LA3/26 NY4/8 

NY4/6 Ba4/10 Nf4/12 Pa4/14 Bo4/17 
SF3/30 LA4/2 $D4/8 

NY4/17 Pa4/22 Ba4/23 Nf4/26 
NY4/19 Ba4/23 Nf4/25 Pa4/27 
SF4/12 NY4/26 

NY4/24 Ba4/28 Nf4/25 Pa4/27 
SF4/24 LA4/27 $D5/3 

SF4/25 NY5/12 

NY5/5 Ba5/9 Nf5/11 Pa5/13 
NY5/18 Pa5/23 Ba5/24 Nf5/26 
SF5/10 LA5/13 $D5/19 
LA5/12 NY5/28 

SF5/25 NY6/11 


SF3/24 LA3/29 

SF3/25 NY4/11 

NY4/6 Ba4/10 Nf4/12 Pa4/14 Bo4/17 
LA3/26 NY4/8 

SF3/30 LA4/2 $04/8 

NY4/17 Pa4/22 Ba4/23 Nf4/26 
NY4/19 Ba4/23 Nf4/25 Pa4/27 
LA4/12 NY4/27 

NY4/24 Ba4/28 Nf4/30 Pa5/2 Bo5/5 
SF4/12 NY4/26 

SF4/17 

LA4/17 $D4/22 SF4/25 
SF4/24 LA4/27 $05/3 

NY5/5 Ba5/9 Nf5/11 Pa5/13 
SF4/25 NY5/12 

SF4/28 

NY5/18 Pa5/23 Ba5/24 Nf5/26 
SF5/9 

SF5/10 LA5/13 $D5/19 
LA5/12 NY5/28 

SF5/25 NY6/11 


NY4/13 Bo4/19 Pa4/21 Ba4/22 HR4/25 
NY4/29 Bo5/3 Pa5/5 Ba5/6 HR5/8 
NY5/15 Bo5/19 PaS/22 HR5/23 


LA5/5 SF5/11 Po5/18 Se5/21 Va5/24 
N04/17 

Bo4/15 NY4/16 

Ha4/18 NY4/21 MI5/6 

NY4/29 Bo5/3 Pa5/5 Ba5/6 HR5/8 
NY4/26 NO5/5 

Ha5/2 NY5/5 MI5/19 

Bo5/11 NY5/12 

NO5/17 

Ha5/18 NY5/21 MI6/6 

Ha6/1 NY6/4 MI6/19 


NY4/19 Ba4/23 Nf4/25 Pa4/27 

NY4/17 Pa4/22 Ba4/23 Nf4/26 

NY4/24 Ba4/28 Nf4/30 Pa5/2 Bo5/5 

LA4/12 NY4/27 

SF4/12 NY4/26 

LA4/17 $D4/22 SF4/25 

NY5/5 Ba5/9 Nf5/11 Pa5/13 

SF4/17 

SF4/25 NY5/12 

SF4/24 LA4/26 NY5/13 

SF4/28 

NY5/18 Pa5/23 Ba5/24 Nf5/26 

LA5/12 NY5/28 

SF5/9 

LAS/12 NY5/28 Pa6/2 Ba6/3 B06/5 
HR6/10 

SF5/25 NY6/11 


Grancolombiana's newest cargo ship, the Ciudad de Armenia is 
shown, above, as she arrived in the Port of New York on her 
maiden voyage. The Spanish built vessel was designed especially 
to serve the company's Colombia, Ecuador, New York run. 


Shipping Briefs 

e A new reference work, The New Orleans Port Hand- 
book is in process of development and will be distributed 
in October. The publication will be a comprehensive work 
dealing with direct and associated services and facilities 
of the port. 

e The following lines have joined to establish rates in 
the coffee trade from the Red Sea area to U. S. Atlantic 
ports: Barber-Fern-Ville Lines; Nedlloyd Line; Hellenic 
Lines, Isthmian Lines; Mitsui Steamship Co., Ltd. These 
lines have agreed to maintain a rate of $25. per 1,000 kilos 
for the carriage of coffee effective through July, 1961. 

e Lykes Brothers Steamship Co., Inc., has announced im- 
proved service from U. S. Gulf ports to Portuguese East 
Africa and South Africa. Regular service every 18 days 
will become effective from New Orleans on March 31. 





TRADE CALENDER 


April 10, 11, 12, 13 

National Premium Buyers Exposition 
Navy Pier, 

Chicago, Il. 


April 10, 11, 12 

National Packaging Show 
Lakefront Exposition Hall, 
Chicago, Ill. 


April 23-27 

American Spice Trade Association, 
Hollywood Beach Hotel, 
Hollywood, Fla. 


May 1, 2 

Pacific Coast Coffee Association, 
Del Monte Lodge, 

Pebble Beach, Cal. 


May 14, 15, 16, 17 
Flavoring Extract Manufacturers Association 
Savoy Hilton Hotel, 

New York, N. Y. 


June 8, 9, 10, 11 

Canadian Spice Association 
Alpine Inn, 

Ste. Marquerite, Quebec 
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New York News 


s @ The National Federation of Coffee 
Growers of Colombia has announced the 
appointment of C. Jackson Shuttleworth, 
Jr., as director of advertising and promo- 
tion, Shuttleworth, formerly an account 
executive on the Citrus Products Division 
of Minute Maid, replaces Dan Caust in 
the post 


@ @ Cafe de Brazil Expresso, Inc., has 
been incorporated in New York. The com- 
pany was formed for the purpose of im- 
porting coffee, tea and cocoa 


@ @ Jack Evans, consultant to the Pan 
American Coffee Bureau, has been made 
a Knight of the Order of the Southern 
Cross, Brazil's highest civilian decoration 
The award, “for service performed in 
advancing the cause of good will among 
men throughout our hemisphere,” was 
made in behalf of the President of Brazil 
by Senhora Dora Alencar de Vasconcellos, 
New York's Brazilian Consul General 


@ @ Mr. Jorge Canavati, U. S. represen- 
tative for the Mexican Coffee Institute, 
has been elected chairman of the board of 
directors of the Coffee Brewing Institute, 
for the coming year. Canavati, former 
Institute treasurer succeeds Philip I. Eis- 
enmenger, who remains a board member 
together with T. Carroll Wilson, J.R.S 
Hafers, and Andres Uribe, Eugene G 
Laughery was reelected president of the 
Institute, and Donald Kniffen, secretary 


8 @ A United States district court has 
upheld Chock Full O’Nuts Corporation's 
recent lawsuit which demanded that two 
Florida corporations be restrained from 
using the name “Chock Full O’Nuts” or 
its registered trademark “The Heavenly 
Coffee.” The injunction was made against 
two Miami Beach restaurant owners, Evsa 
Foods, and Simple Simon Corporation 


® @ The Sales Executives Club of New 
York has announced the membership of 
Seymour S. Mindel, executive vice presi- 


dent of Coffee Instants, Inc., Long Island 
City. Mindel was sponsored by R. B. 
Tuttle, Jr. 


® ® Borden's Instant Coffee last month 
announced a premium offer of a Salton 
Hotray, “a $5.95 value, for $3 and a label 
from any size jar of instant coffee”. The 
electrical food warmer has a 36 square 
inch surface, and a brass anodized frame. 
In-store and point-of-sale available in- 
cludes pole risers and shelf talkers with 
attached pads of order blanks. 


@ @ Pan American Coffee Bureau's first 
venture into the teen-age market via their 
new “mugmates” campaign has resulted 
in many inquiries from teen-agers. As a 
result the Bureau will offer a free “do-it- 
yourself” folder on mug decorating. Sec- 
ond advertisement in the series is schedul- 
ed for the April issues of Seventeen and 
Co-Ed magazines. 


8 @ Dannemiller Coffee Co., at their an- 
nual meeting, held last month, announced 
the election of the following to serve as 
officers of the corporation. Edward I. 
Dannemiller, as president; Thomas E 
Dannemiller, vice president and assistant 
treasurer; Robert B. Sasseen, vice presi- 
dent (green coffee); H. W. Chapman, 
Jr., vice president (sales); Edward F. 
Dannemiller, vice president (production) 
and secretary; T. E. Greenwood, treasur- 
er; Fred C. Knauer, asst. vice president 
(sales); David M. Bernstein, asst. vice 
president (sales) ; Paul J. Krieg, assistant 
secretary 


8 & Team standings of the Green Coffee 
Bowling League as of March 2 showed 
Byrne Delay stil! heading the roster with 
52 wins, 20 losses. Placing second was 
Arnold Dorr with 4714 wins, 2414 losses, 
High team game (net) was captured by 
Woods with 911; high team series by 
Woods with 2592. Third place in the 
overall team standings went to W. S 
Force; fourth place to Woods. 


@ @ Albert Ehlers, Inc. this month 
presented a special memorial concert to 
Sir Thomas Beecham on their sponsored 





J e 

Obituaries 

@ @ Harold Linkletter, a native of Cald- 
well, N. J. died last month, Linkletter, 
in partnership with his brother operated 
the R. and H. Coffee Co., in that city. 
The company has been a supplier for the 
hotel and restaurant trade for more than 
30 years. 


@ @ John C. Lucas, vice president and 
controller of Folger Coffee Co., San 
Francisco, died last month. Lucas, who 
was appointed Folger’s controller in 1957, 
was named a vice president this year. 


@ @ Charles S. Baines, 77, _ retired 
treasurer of the International Coffee Co., 
New York. On March 10, in Roselle 
Park, N. J. 





television show. This March 19th tri- 
bute was one of the last concerts con- 
ducted by Sir Thomas before his recent 
death. Ehlers has presented the program 
“Great Music from Chicago” in the New 
York area since its inception last year, 
using the theme “Great Music and Great 
Coffee.” 


Chicago Notes 


8 @ Retail competition grows stronger 
in some quarters. 

Jewel Tea Co., for instance, used 
one full page of a five and one-half 
page newspaper advertising spread to 
plug lower prices on 10 ground coffee 
brands. 

The ad highlighted seven national 
roaster brands and the chain’s three 
private label coffees. 

Ad_ promotional copy was built 
around the theme that “Jewel Reduces 
Coffee Prices,” then went on to say 
that “Now more families than ever 
are buying Jewel coffee.” 

“Here’s Why,” continued the ad, 
Folks have found they can spend less 
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money and still get the best coffee. 
Yes, at Jewel high quality and low 
prices do go together, 

“Low coffee prices,” read the ad, 
“are possible because Jewel operates 
the largest coffee roasting facilities in 
the Chicagoland area, in nearby Bar- 
rington. 

“This,” the ad went on to. say, 
“means no middle men. From import- 
ing green coffee—through roasting— 
to delivering coffee to your store— 
Jewel has complete control, and these 
savings are passed on to you.” 

Jewel's three ground coffees are 
roasted at its Barrington, Ill. plant. 
Barrington is a northwestern suburb 
of Chicago, 

The seven featured national roaster 
brands, each priced in one pound 
sizes, included: Hills Bros., 69 cents; 
Chase & Sanborn, 65 cents; Maxwell 
House, with a “7¢ off label,” 62 cents; 
Folger’s, 69 cents; Manor House, 69 
cents; Stewart’s Private Blend, 85 
cents; and Thomas J. Webb, 60 cents. 

The three Jewel private label ground 
coffees had the center position in the 
full page spread. 

They too were priced in one pound 
units. Royal Jewel, the medium price 
private label coffee, was priced at 
59 cents in the one pound can. 

Bluebrook, the chain’s only bean 
coffee, was advertised at 49 cents in 
the one pound bag. 

Jewel Private Blend, top end of the 
chain’s private label coffees, was priced 
at 69 cents for a one pound can. 


8 ® Lipton is running a 25 cent rebate 
on its instant tea products here. 

The company is offering to rebate 
customers 25 cents in cash if they will 
send their name, address and the inner 
seal from a Lipton instant tea jar to 
Box 5915, St. Paul, Minn. 

The offer runs through March 31. 


® 8 Red Ow! Stores, four unit chain 
headquartered in Minneapolis, Minn., 
is offering a two pound bag of 
Dependon whole bean coffee for 99 
cents in its four Chicago supermarkets. 


@ @ Chris Zees, president of Zees 
Coffee Co., has returned from a half 
month’s vacation in Acapulco, Mexico. 


ee A. N. Papanicholas, president of 
Aroma Coffee Co., is back in Chicago 
after a combination business-vacation 
trip to Miami Beach, Fla. 


@ ® Supermarkets here are using 
color illustration topped point-of-pur- 
chase cardboard stands to promote 
selected McCormick spices. 

Dubbed Italian Seasoning Center, 
the displays promoted four different 
McCormick spices: 

Italian seasoning, packaged in a half 
ounce glass bottle, and priced marked 
at 29 cents; garlic salt, in a three and 
one-eighths ounce bottle at 29 cents; 
ground black pepper, in a two ounce 
metal can, price stamped at 25 cents, 
and whole oregano, in a three quarters 
ounce bottle, retail priced at 25 cents. 


MARCH, 1961 


A four color illustration atop the 
poster show appetizing pictures of a 
plate of spaghetti, a dish of salad, a 
pizza, and sliced fresh bread. 

Below this are two shelves for mer- 
chandise displays. A dump display 
section is below those shelves. 


® & Coffee promotion prices remain at 
about the same levels they have been 
commanding since the first of the year. 

Among big store operators, prices 
range from $1.09 to around the $1.23 
level on two pound can, 

Two pounders continue to be the 
most popular promotional size, al- 
though some operators have _ been 
plugging one pound sizes in an ap- 
parent effort to take the merchandis- 
ing spotlight off the much footballed 
two pound sizes. 

Some independents however, con- 
tinue to use “red hot” promotional 
prices on two pound sizes of national 
brands. 

In some instances, prices have 
inched up slightly. In others, some 
concessions apparently have been 
made, either to compensate for the 
tightened economic condition, expand- 
ed competition, or a variety of other 
reasons, 

Pick-N-Save supermarkets, for ex- 
ample, is now using a one dollar price 
tag on two pound cans of Hills 
Brothers Coffee. 

This is a penny higher than its 
previous “hot” price of 99 cents per 
two pound unit. Sale price is with 
the purchase of $5 or more in groceries, 
excluding cigarettes. 

Grocerland supermarket at 2801 N. 
Cicero Ave. on the other’ hand, 
dropped its coffee promotion price on 
the two pounder. It is now plugging 
Manor House coffee in the two pound- 
er at 98 cents, a penny below its pre- 
vious promotional price. 

In addition, it threw in a one day 
special on a two pound can of Hills 
Brothers coffee, selling the unit for 
79 cents with a $5 purchase or over, 
excluding cigarettes. 

In its advertising, the supermarket 
listed the promotion under the title 
of “budget stretchers.” 

One major national brand roasters 
has mounted an advertising campaign 
geared to showing consumers the 
economies of using its coffee. 

Folger’s Coffee Co. suggests that 
“ladies who feel they’re saving money 
on lower-priced brands of coffee” trv 
using one-quarter less Folger’s ccffee 
than they use with “lower-priced 
brands.” 

“You'll discover that Folger’s finer 
quality also means greater coffee 
economy. It’s like getting every 
fourth pound free,” reads the ad- 
vertisement. 

The campaign will run through this 
spring. 


@ @ Supermarkets aren't the only 
businesses using coffee as a loss leader 
promotional item. 

One gasoline station is coupling 
coffee with gas purchases in an effort 
to build traffic. 





PRIMER 
FOR 
COFFEEMEN 


.. . that’s the best descrip- 
tion of “The Coffeeman’s 
Manual.” 


To newcomers in the coffee 
business it is meant to provide 
a sufficient background of 
knowledge for intelligent un- 
derstanding of the entire 
field. 


To coffee salesmen it will 
provide new avenues of ap- 
proach to their competitive 
problems—and a sure basis of 
up to-date information with 
which to combat unsound 


claims, and unreasonable com- 
plaints from their clients. 


To retail dealers and their 
sales people it provides a 
brief and simple hand book 
from which to cull sales ap- 
peals and advertising ideas 
for the most important profit 
item in the grocery field. 


Small in size, large in con- 
tent, “The Coffeeman’s Man- 
ual” answers the questions 
that you want to clarify. 

Included are such areas as 
aroma tests, brewing grinds, 
flavor testing, cleaning and 
cooling techniques, roasting 
procedures, laboratory equip- 
ment, in short the necessary 
requirements to a working 
knowledge of how to meet 
the problems of the coffee- 
man’s working day. 

“The Coffeeman’s Manual” 
is available at $2.50 per copy. 
To be sure that yours is on 
hand when needed write... 


COFFEE AND TEA 


INDUSTRIES 
106 WATER STREET 
NEW YORK 5, WW. Y. 
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Chicago Doings 


A west side gasoline station is offer- 
ing its customers one free can of 
Manor House coffee with the purchase 
of gas. 

The offer is posted on a sign at the 
station’s front along one of Chicago's 
main streets, 


® @ The Philco Corp. is offering its 
retail accounts a 24 piece Colonial 
spice rack as a promotional piece on 
the company’s electric ranges. 

The rack has eight bottles of spices 
mounted on each of the unit's three 
tiered shelves 

Retail value of the spice rack and 
contents is said to be $16.95. 


8 8 Dr. Jack Bloom was named vice 
president, research and quality con 
trol, for Continental Coffee Co., a new 
position 

The appointment was announced by 
Continental president Alvin Cohn 

Dr. Bloom joined Continental in 
1940. He was named Director of Re 
search and Development in 1945 


8 8 Peter Corden, southern territors 
Aroma Coffee Co., is 
leaving on a combination business and 
pleasure trip to Europe 


salesman for 


He will be gone some three months, 
shopping European counterparts for 
new procurement, production and dis- 
tribution techniques. He returns early 
this summer 

He will visit cities in 
Austria, Italy and Greece 


Germany, 


® @ Duncan Hines, which numbers 
smoky and mild barbecue sauce among 
its many products, has named Dawson 
Sales Co. Chicago area representative 
for its lines of sauces. 

Dawson is located at 75 E. Wacker 
Drive 


ae | W. Webster, vice president, 
Lipton Tea Co., was named a director 
of the National Food Conference 


@ @ Sales and merchandising efforts 
Webb Coffee Co., a 


division of Omaha, Neb. headquartered 


of Thomas J 


Honerenewenenteven 





Butter-Nut Foods Co., is being put in 
the hands of Webb’s field force. 

The division, which formerly worked 
through brokers here, has switched to 
using its own direct salesmen. 


® @ Plagued by a sharp upswing in 
bad check passing, supermarket chains 
here are considering working closer 
together to stem the flow of bogus 
paper. 

Worst part about the bum checks, 
from the supermarket point of view, 
is that old, established customers are 
doing most of the bad writing. 

Apparently caught in the press of 
the economic decline, customers are 
writing bad checks at two or more 
supermarkets, then depositing the 
money from the second or third checks 
into the bank to cover the first check, 
said chain security officials here. 

Chain security personnel would like 
a closer check on new and old ac- 
counts in different supermarkets in the 
same neighborhood with the hopes of 
heading off such “loan floating”. 


® @ Further proof of the tightened 
supermarket business situation is seen 
in the annual report of the second and 
third ranked food chains in the nation. 

Safeway stores had a 3.6 percent 
sales increase during 1960, but saw its 
net profits decline 2.5 percent from the 
previous year’s figures. 

Kroger Co. had its sales decline two 
percent and net profit drop eight per- 
cent in 1960, as compared with 1959. 


@ @ New supermarkets opened in 1960 
were having tough sledding, according 
to figures compiled by Super Market 
Institute, national supermarket trade 
association. 

Sales slumped three percent as com- 
pared with new stores opened in 1959, 
sales per square foot were off 10 per- 
cent, the rent expense ratios rose to 
1.87 percent of sales from 1.50 percent 
in 1959, and the typical number of cus- 
tomer transactions was at the lowest 
point in six years—6,500 a week. 

The report was based on 218 new 
supermarkets opened by 82 SMI mem- 
ber companies last year. 


® ® Manufacturers are going to be in 
for a tougher time in presenting deals, 
promotions, and allowances to retailers 
in the Gary-Hammond, Ind. area. 

Independents there, some 30 of them, 
are going to collectively examine the 
numerous manufacturer offers in com- 
mon counsel to assure that each re- 
tailer member is getting a fair shake 
from producers, 

The Calumet Supermarket Forum, 
as the group calls itself, covers some 
45 supermarkets in that marketing 
area to the south of Chicago. 

Majority vote of forum members will 
decide what action the group will take. 
In some instances, this might mean 
going directly to manufacturers to 
correct a given situation, a forum of- 
ficial said. 

The forum meetings will be open 
sessions. 


@ @ Three companies and a food chain 
which are involved in a trademark in- 
fringement suit in U. S. District Court 
here agreed to submit the suit to the 
court on stipulation of facts on March 
s 

Involved are Meat Industry Sup- 
pliers, Inc.; Tray Bon Corp., and 
Flavorama Products, all of the North- 
field, Ill, who have charged The 
Kroger Co. with infringing the “Flav- 
orama” trademark of the three firms’ 
barbecue sauce. 

Kroger has answered that it used 
the term “Flav-Aroma” in advertising 
its private label instant coffee trade- 
marked Kroger and spotlight. 

The chain also declared in its answer 
to the suit that it is entitled to sum- 
mary judgment because the plaintiffs 
cannot establish that coffee and barbe- 
cue sauce are in the same merchandise 
class and will not be able to establish 
liklihood of confusion. 


@ 8 A new corporate symbol, designed 
to provide standard trademark identi- 
fication on its products, has been intro- 
duced by Diamond Salt Crystal Co., 
St. Clair, Mich. 

The new trademark is an abstract 
crystal form composed of six con- 
verging diamonds, 
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San Francisco Notes 


® & John Dreyfous, J. Aron & Co., New 
Orleans; Western Representative who 
had met his parents in Hong Kong dur- 
ing the holiday season, accompanied them 
as far as San Francisco on their return 
to New Orleans. 


s @ Mr. & Mrs. Norman Johnson, E. A. 
Johnson & Co., are on a business and 
pleasure trip through Central America. 
Other Johnsons traveling are Mr. & Mrs. 
E. A. Johnson, Sr., currently aboard the 
SS Rotterdam on a pleasure trip around 
the world. Latest report from E. A. Srs. 
was from the French Riviera where they 
were having a wonderful time. 


@ @ In sick bay during the past month 
was Harold Gavigan of B. C. Ireland; 
Edward Bransten, MJB Co.; Walter 
Granicher, Leon Israel and Edward Spil- 
lane, G. W. Haley Co. 


® ® Cedric Sherrer, Ruffner McDowell 
& Burch, Inc., San Francisco recently re- 
signed his position with that firm after 
many years of service. Cedric had 
served on several committees of the 
PCCA and was a past president of the 
San Francisco Coffee Club. Fellow 
coffeemen will miss his sporting golf 
game in future outings. It is understood 
he has become associated with a local 
western data computing company. 


8 8 Carl Lincoln of Nabob Foods, Div. 
Kelly Douglas, Vancouver, B. C. was 
in San Francisco during February to 
attend a PCCA Executive meeting. 


@ & Total imports of green coffee to 
Pacific Coast Ports as released in the 
PCCA final report for 1960 showed a 
decline of 157,367 bags of coffee. Total 
imports amounted to 3,123,067 bags for 
1960 versus 3,280,434 bags for 1959. Major 
declines were as follows: Colombian cof- 
fees 114,380 bags, Brazils 101,529 bags, 
Central Americans 89,164 bags. Major 
increases were: Africans 60,609 bags, 
Peruvian 52,000 bags; Hawaiian 20,300 
bags. 


® ® Woolson Spice Co. is packaging 
the Duncan Hines line of condiments in 
new private-mold jars. The containers 
have two red and white colonial-type 
labels. The front label carries the brand 
logo and condiment identification, while 
the back one lists ingredients and in- 
structions for use. Screw-off closures 
are blue and white. There are eleven con- 
diments in all: flavor-all, minced onion, 
sautay onion, smoked cook-out seasoning, 
curry powder, salad herbs, chili powder, 
sweet basil, Italian seasoning, Black pep- 


per whole, and black pepper cracked. Con- 
tainers and closures are supplied by 
Owens-Illinois, labels by S. & S. Master- 
Lith. 


@ @ Standard Brands, Inc. is giving 
stronger and more immediate product 
identification to its Chase & Sanborn 
coffee through a new foil label. Familiar 
gold, red, white and blue colors of the 
brand are now richer and darker to em- 
phasize richness and quality of the cof- 
fee. Glass is supplied by Ball Brothers 
Glass Co., Inc., and by Anchor Hocking 
Glass Corp., the firms which also sup- 
plied the closure. Label is by Milprint and 
other suppliers. 


@ @ John C. Lucas, coffee company ex- 
ecutive, accountant and mystery story 
writer, died February 16 in San Fran- 
cisco. Mr. Lucas had been vice-presi- 
dent and controller of the Folger Coffee 
Company since 1957. Lucas spent much of 
his leisure time writing mystery stories; 
one of his books, “The Marble Forest,” 
was made into a motion picture entitled 
“Macabre.” Another, “Unfinished Busi- 
ness” won an Ellery Queen prize. At 
the time of his death he was secretary 
of the Mystery Writers of America, Inc. 
He also belonged to the American In- 
stitute of Accountants, the California So- 
ciety of Certified Public Accountants and 
the University Club. 


@ @ The Western Tea States Associ- 
ation held their February luncheon meet- 
ing at Gino’s Restaurant. Conspicious by 
his absence was Ed Spillane who is con- 
valescing from an operation. The As- 
sociation members were delighted by the 
remarks of the Indian Consul General. 


8 ® Robert C. Crampton, general man- 
ager of Schilling Division of McCormick 
& Co., announced the appointment of Gor- 
don Yates to the Schilling Board of Di- 
rectors as director in charge of human 
relations for the Schilling Division. Re- 
sponsible for labor relations, personnel 
and public relations, Yates joined the 
company three years ago as manager 
of human relations. 


@ @ Mr. Robert A. Magowan, board 
chairman and president of Safeway 
Stores, Inc., has been elected a director 
of Southern Pacific Co., SP president 
D. J. Russell announced recently. Mago- 
wan is also a director of the Bank of 
California. 


@ ® Spice Islands Company, South San 
Francisco, this month is introducing a 
new Instant Espresso Coffee in a 2 oz. 
glass jar. The blend, exclusively formu- 
lated for Spice Islands, is 100% high 


grown coffee from Central America and 
is described as being a rich, mellow es- 
presso with unique taste characteristics. A 
striking jet black, white and vermilion 
label designed by Alice Harth graces 
the package. The introduction of Spice 
Islands Instant Espresso follows the fine 
reception accorded to Spice Islands An- 
tiqua Instant Coffee. 


@ 8 The Executive Committee of the 
PCCA appointed Ernest A. Kahl, Ruff- 
ner, McDowell & Burch, San Francisco, 
director of the Green division-two year 
term and Earl R. Lingle, Lingle Bros. 
Coffee, Inc., Los Angeles, director of 
the Roast division-2 year term to fill 
the unexpired terms of Cedric Sheerer 
and Loriston T. Moseley. The new ap- 
pointees will hold office until the next 
annual election to be held at Del Monte 
Lodge, Pebble Beach on May 1, 1961. 


8 8 The Meadow Club in Marin on 
April 21st is the date selected by the San 
Francisco Coffee Club for their annual 
spring golf outing according to Manny 
Rosen, president of the club. The spring 
affair is always considered a prep to 
PCCA conventions and affords the golf- 
ers an opportunity to sharpen their game 
before the annual tournament. Harvey 
Brockhage of E. A. Johnson Co. and 
Henry Tores, Folgers, are co-chairmen 
for the day. 


@ @ President Robert C. Powell; vice- 
president William M. Seely and a repre- 
sentative group of San Francisco coffee- 
men devoted the major portion of their 
time in February to the affairs of the 
PCCA, i.e. personal property taxation 
bill AB 527. At this writing the bill 
had passed the California Assembly by 
a vote of 72 to 3 and had a favorable 
hearing in the taxation committee of the 
California Senate. The San Francisco 
Board of Supervisors voted in favor of 
the bill at a hearing on February 15th. 
AB 527 is also supported by the Port 
of San Francisco, the San Francisco 
World Trade Center and the San Fran- 
cisco Chamber of Commerce. 


= #8 Thomas J. Lipton, Inc., has an- 
nounced that it plans to close its 63-year 
old tea packing plant in San Francisco 
not later than May 15. The company has 
notified all of its 100 or more employ- 
ees by letter and will begin discharging 
them on April 15. All are slated to re- 
ceive severance pay. Company officials 
said that the move had been considered 
for some time in the interest of economy. 
The company will continue to maintain 
business and sales offices. 
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egional ell Votes 


Texas Coffee Company, Beaumont, 
Texas, and Mrs. Maceo were carnival 
and business visitors in New Orleans. 





Me 





@ # The New Orleans Green Coffee 
Bowling League scores. as of Febru- 
ary 20, reported by the League Secre- 
tary, Rodney Abele, Leon Israel and 
Bros., Inc., are: teams’ standing, S. 
Jackson and Sons; Westfeldt Bros.; 


San Francisco Notes 


® @ Edward Bransten, vice president of 
MJB Company has announced the ap- 


pointment of Manuel Rosen to the posi- aeFE. P. Bartlett, Sr., has returned 


tion of assistant manager of the coffee 
department. Rosen has been associated 
with the west coast roasting firm for 
the past fourteen years. He is currently 
serving his third term as a director of 
the Roaster Division of the Pacific 
Coffee Association; president of 
the San Francisco Coffee Club; member 
of the PCCA taxation committee, and 
as a member of the PCCA convention 
committee 

Sranstcn, meanwhile, has 
named to the U. S 
perts. This is a 
Bransten who served as a 
this group in 1960 


New Orleans Notes 


®e FE. P. Bartlett, Jr, Treasurer of 
the American Coffee Company, has 
also been appointed sales manager of 
the firm. He succeeds L. W. Snow 
who resigned to accept a position in 
another field 


( oast 


also been 
Board of Tea Ex- 
reappointment for 
member of 


® @ Mr. and Mrs. Harvey M. Salter 
of Chickasha, Oklahoma, visited New 
Orleans during Mardi Gras, February 
14, with Mr. and Mrs. Marvin Acree, 
of Chickasha 


also 


returned 
South 


se E P 
trom a 
Carolina 


has 
through 


Bartlett, Jr 


business trip 


® @ Rose Maceo, President of the 


from a business trip through Georgia. 


® 8 Some local roasters say business 
is ahead of last year’s figures. This is 
due, in part, they agree, to the low 
40-degree temperatures seen here until 
late February. The lower the ther- 
mometer in this area, the higher the 
coffee retail volume, most of the trade 
agrees. 


@@ The chain’ supermarkets here 
neglected to promote their brands of 
coffee the last week of February, with 
one exception. The Atlantic and 
Pacific Food Stores promoted eight 
o'clock coffee at 57-cents for the one 
pound bag, $1.65 for the three-pound 
bag. Red circle coffee was priced at 
6l-cents for the one-peund bag and 
$1.77 for the three-pound bag. Bokar 
coffee was advertised at 65-cents for 
the one-pound bag, and $1.89 for the 
three-pound bag. 


8 & Local coffees were also neglected 
in newspaper advertising, except 
French Market coffee and chicory at 
57-cents per pound and Union coffee 
chicory at 54-cents per pound. 
The long-time Union offer of “one 
bag free for 10 bag fronts at your 
grocer,” was used. This has been one 
of the outstanding offers in this area, 
in that it has withstood the tests of 
time and other promotions, reportedly. 


and 


J). Aron and Company No. 1; Leon 
Israel and Bros., Inc.; Delta Line; 
Kentucky Warehouse; Volkart Bros.; 
Buckley and Forstall; Dupuy Storage 
and Forwarding Corporation; Biehl 
and Company; and Aron No. 2, in that 
order. First high team three games, 
Buckley and Forstall, 2520; second 
high team three games, Dupuy, 2467; 
third high team three games, Leon 
Israel, 2426. First high individual three 
games is L. E. Dittmer, Delta Line 
with 624; second high individual three 
games is Tom Buckley, Buckley and 
Forstall with 596; third high individual 
three games is I. C. April, Dupuy with 
589. Buckley and Forstall continue as 
first high team game with 916; Dupuy 
is second high team game with 898; 
Westfeldt is third high team game 
with 876. I. C. April is first high 
individual with 238; Bob Deas con- 
tinues as second high individual with 
236 for Volkart Bros. team; and Tom 
Buckley placed third high individual 
with 235, 

trafic manager of the 
Illinois Central Railroad at New 
Orleans, Philip A. Webb, Jr., an- 
nounced four promotions in the traffic 
department here. Emanuel J. Mounes 
has been promoted to general traffic 
agent; James W. Hughes to foreign 
freight agent; Holman L. Michaelis to 


@ @ Freight 
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general agent and Norman J. Presse 
to commercial agent. Mr. Mounes suc- 
ceeds Andrew J. Moore, who retired. 


@ # Announcement has been received 
here that Harold J. Gaudet, George C. 
Corcoran, and William A. Wolfe, are 
now connected with the Reliance Ship- 
ping Company, Inc., and International 
Freight Forwarders, in their new loca- 
tion at 308 Maritime Building. 


@ @ Lykes Bros. Steamship Company 
has issued an announcement of the 
following traffic assignments: E. H. 
Tipton, general manager, sales; and 
R. E. Berkefeld, general manager, traf- 
fic in New Orleans. 


@ #8 A report from the New Orleans 
Steamship Association names the chair- 
men of four committees. George Gris- 
wold, recently elected president of the 
association, is chairman of both exec- 
utive and steering committees. R. B. 
Sigerson is chairman of the pilotage 
committee, and O. B. Cloudman is 
chairman of the Dock Board affairs 
and seaway committee. 


St. Louis Briefs 


@etlee H. Nolte of the St. Louis 
Coffee Club has advised that at their 
annual meeting all of the present offi- 
cers were re-elected for the ensuing year. 
Named as president was Harold Braun, 
Star Coffee Co.; vice president Les T. 
Vossmeyer, St. Louis agent for the 
Port of New Orleans; secretary treasur- 
er, Eugene N. Crowson, freight agent, 
Illinois Central Railroad Co. 


Nolte also noted that inasmuch as| 





this is the 50th anniversary year of the | | 


National Coffee Association, the execu- | | 
tive committee has elected to hold their | | 
next meeting in St. Louis, on May 22. | 

Harold Braun has appointed a special | 
committee to complete the arrangements | | 
for board members and their wives. lf 





Country-Wide Notes 


™ @ The Crosse and Blackwell Com-| | 
pany of Baltimore will become an oper- | 
ating unit of the Nestle Company ef-| 
fective May 1, it was announced by Hans | 
J. Wolflisberg, Nestle president. The | 
move is the latest step in a program | 
which began early in 1960. Plans are 
now underway for the transfer of man- 
agement functions from Baltimore to 
Nestles White Plains, N. Y. headquar- | 


| 
ters. 


® BAmong the 100 best packaging a 
tons of the year as selected by printing | 
and packaging experts during the re-| 
cent Paper Box Association meet was 
that of The Jewel Tea Company. The | 
box, designed for its own private label) 
coffee was conceived in Jewel’s own art} 
department, and printed by the Weyer- 
haeuser Co., of Chicago. 


® & Postell F. Witsell, has retired as| 
president of the 102-year old Witsell | 
Brothers-Dean Lilly Co., in Memphis. | 
The company is the only remaining cof- 
fee roaster in the Memphis area having | 
absorbed its last competitor in the early | 
1950's. The company also handles tea, 
spices and flavor extracts. New presi- | 
dent is F. Roland Witsell. 





BF So you think you've got troubles .. . 

At Uzumara, in Nyasaland’s northern province, it is reported that 
lions have been chasing African coffee growers right out of their 
plantations. The Nyasaland Newsletter said recently that game guards’ 
were being recruited and sent to the area to protect the coffee grow- 


ers. Several pickers were said to have been treed by lions and have 


spent the night in adjacent trees. Not even a pot of coffee available | 


to while away the hours! 
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...and your employees’ health. 
Doctors estimate that 1 in 4 of 
your employees (whether key 
executives, skilled workers, 
experienced secretaries or 
valued clerks) will develop 
cancer at some time in their 
lives. What is worse, many of 
them may die needlessly, un- 
less they know how to guard 
themselves against cancer. 


To help save their lives, 
call or write our nearest office 
for information about a 
free employee education 
program, geared to your 


particular factory or office. 
AMERICAN CANCER SOCIETY 
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Coffee man wishes to sell beautiful 4'/ 
room coop apartment on Central Park 
Park South in conservative building. 
Main. $112.67 monthly, tax deduction 
$351.42 yearly. Price $25,000. Box 100 
c/o Coffee & Tea Industries. 








WANTED EXPERIENCED 
FLAVOR CHEMIST 


"We are looking for a chemist with 
experience in the manufacturing and 
quality control of food flavors, par- 
ticularly pure vanilla extract. Real 
opportunity with a growing company 
for the right man." 


Write to John Dolan 
CERTIFIED EXTRACTS CO. INC. 
811 E. 139th St., New York 54, N. Y. 














ARE YOU CERTAIN that key 
personnel in your organization will 
have copies of Coffee and Tea In- 
dustries for their own use. If these 
men can save you time and effort 
by using the information contained 
in this magazine (it’s our bet that 
they can) then you have saved 
money by subscribing in their name. 
Why not do it now? 


FILL OUT THE COUPON BELOW. 
WE WILL BILL YOU LATER IF YOU 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET 
NEW YORK 5, N. Y. 


C) t Yr. $5.00 C) 2 Yr. $8.00 
C) 3 Yr. $10.00 


[}] Check or Money Order Enclosed 
C] Bill Me Later 
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“THE BOOK OF SAUCES” 


, the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 


orings. 128 pp., vest-pocket 


size. only $3.00 
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New York 5, N. Y. | 
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